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The Newnes Group greets all delegates to the INTERNATIONAL ADVERTISING 
CONFERENCE with the wish that the exchange of ideas will advance the 
interests of advertising throughout the world 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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a. CONFERENCE OPENED BY ROYAL PATRON 


Duke of Gloucester On 
The Part Advertising Can Play 


THE International Advertising Conference was opened by 
His Royal Highness, the Duke of Gloucester, in the 
Central Hall, Westminster, yesterday (Monday) morning. 
On a flower-decked platform, backed by a light blue cover 
bearing a huge Conference symbol, were assembled leaders of 
Advertising from all parts of the free world. They faced a 
crowded hall—hundreds being accommodated in the balcony. 


Introduced by the chairman, Lord Mackintosh, president of 


the Conference, the Duke said: 


“I would like to congratulate 


' Conference and bringing together 
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representatives from 38 countries. 

“I understand that this is the 
greatest number of countries to 
be represented at any one Con- 
ference apart from United 
Nations gatherings in this country 
since the war. I extend to our 
visitors a very warm welcome. I 
am delighted they have come and 
I hope that they will not only 
benefit from their discussions but 
that they will enjoy their stay in 
Britain. 


SIGNIFICANT 


“This International Conference 
coincides with our Festival of 
Britain, and I understand that its 
predecessors in 1924 and 1938 
similarly coincided with the great 
British exhibitions at Wembley 
and Glasgow. That is a signifi- 
cant and happy gesture on your 
part. 

“I trust that the critical eyes of 
so many experts in salesmanship 
and in the art of presentation will 
find much to approve of in our 
efforts at putting Britain across 
to the world. 

“The scope of your delibera- 
tions is even wider than this, for 
you are to consider “The Tasks 
of Advertising in a Free World.’ 


IMMENSE POWER 


“I believe, myself, that the 
most important task for all of us 
is to keep that free world free. 
(Applause.) One of the ways in 
which that can be done is the 
creation of wider and easier trans- 
of ideas across all 
frontiers. That is the job which 
you are particularly well quali- 
fied to undertake. 

“Representing as you do not 

only organised advertising, but 
also the Press, industry and 
commerce, the part you have 
to play is of the greatest im- 
portance. It is within your 
power to create habits and to 
mould opinions. The social, 
political and economic implica- 
tions of power are 
immense and international. 

“I am glad, therefore, that you 
are to sit down together as a 
great international family-gather- 
ing to consider the responsibilities 


that are on your shoulders, to 
take stock of what has been 
achieved in the past, and to plan 
what is intended in the future. 

“I am glad that that gathering 
included so many of our friends 
from the United States of 
America with whom we share a 
common heritage and outlook. 
I am happy to see so many repre- 
sentatives of our own Common- 
wealth, particularly members 
from lands which have just 
achieved dominion status. It is 
encouraging to have our friends 
from the great Continent of 
Europe here, and it gives me a 
very real pleasure to know that 
both from home and overseas so 
many young men and women 
have come to take their part in 
this Conference. 

“This is the jubilee of the 
British Advertising Association. 
There could have been no better 
way of marking that important 
event than by an international 
assembly of this kind. I wish 
you all possible success and a 
productive outcome of your 
deliberations.” 


> ay 
ee 


H.R.H. the Duke of Gloucester opening the Conference. 
Lord Mackintosh Declares 
‘The Great Day Is Here’ 


“Before we commence the 
deliberations of the Conference 
proper I would like as your 
president to add my own 
welcome to those we have just 
heard,” said Lord Mackintosh. 

“The great day has arrived. 
The journeyings are over. The 
plans are complete. We are 
gathered from all quarters of the 
globe, despite difficulties and 
obstacles, despite threatening 
skies. We have arrived for— 
London 1951. This is a day long 
looked forward to, and by the 
grace of God here at last. It will 
be our endeavour to make your 


How To Make Life Full and Free 


Deputising for Sir Hartley 
Shawcross, President of the Board 
of Trade, who was unable to 
be present owing to illness, the 
Attorney General, Sir Frank 
Soskice, welcomed the delegates 
on behalf of the Government, 
and wished the Conference 
success. 


He was glad that among the 
topics to be discussed was how 
advertising could help promote 
trade and understanding. It was 
vital to realise, in these troubled 
times, that trade and understand- 
ing went hand in hand. Britain 
had always endeavoured to pro- 
mote international trade and 
understanding since her national 
existence depended, to a large 
measure, on both. 


Advertising had a great contri- 
bution to make in both fields 
and he was glad therefore to 
welcome so many who had the 
“know-how” of selling goods to 
consumers. Advertising could 
create new habits, and promote a 
flow of goods; it could create an 


awareness of things, and show 
how it could be satisfied. 

It contributed greatly tw the 
enjoyment, comfort, and fullness 
of our lives. Good advertising 
did not persuade people to buy 
more than they required; it 
taught them how, adequately, to 
satisfy their needs. It helped to 
make taste selective. 

Good advertising did not blud- 
geon the will—it refined and 
cajoled the taste. 

Sir Frank congratulated the 
organisers on having arranged a 
programme as impressive as it 
was comprehensive 


Welcome, Thanks 


The Mayor of Westminster 
added a warm welcome, and paid 
a gracious tribute to foreign 
visitors by concluding his re- 
marks in French 

Thanks to His Royal Highness, 
to His Worship and to Sir Frank 
Soskice were expressed by 
Viscount Rothermere, chairman 
of the Newspaper Proprietors 
Association. 


stay as happy, as useful and as 
memorable as possible. Welcome 
then to you all from the youngest 
youth delegate to the oldest ‘old- 
timer.” You are indeed welcome. 

“Advertising was born out of 
free enterprise. In those pioneer- 
ing days it was a ‘free for all, 
but gradually a sense of its 
responsibilities grew on its mem- 
bers and a high standard of pro- 
fessional conduct was developed. 
A standard of conduct in the 
service of the client: in the ser- 
vice of the business world. 

“Now in this year of grace 
1951, in a world which is 
divided between those who 
believe in freedom and those who 
don't, we must take our responsi- 
bilities a step further, we must 
set even higher standards for 
ourselves for we have a respon- 
sibility not only to business and 
client, but to the community 
itself. The raw materials of our 
profession are ideas and 
thoughts. We are playing on 
men’s minds and __instincts— 
explosive stuff. Because of this 
it can do either great good or 
great harm: like the preacher's, 
the teacher's work, it carries with 
it great responsibilities. 

“It is in this spirit that we must 
face the theme of the Convention 
‘The tasks of advertising in a 
free world.’ 

“The fundamental 

convulsing the nations to-day is 
whether the liberty and freedom 
for which our forefathers fought 
so long and ardently is to prevail, 
and I think that anything that 
any of us can do to preserve that 
free way of life we should do. 
_ “There is enough power and 
influence in this Conference— 
including as it does practically all 
the countries in the free world— 
to make an outstanding contribu- 
tion to freedom.” 
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“The theme of the Conference 
raises the question whether there 
is now, or is likely to be a free 
world,” said Lord Beveridge, 
yesterday, submitting the Chal- 
lenge to Advertising. 


In writing, in 1944, of full 
employment in a free society, he 
defined such a free society by 
reference to four groups of essen- 
tial liberties: 

Freedom of worship, speech, 
writing, study and teaching. 


Freedom of assembly for 
political and other purposes, 
including the purpose of chang- 
ing the government. 

Freedom in choice of occu- 
pation. 

Freedom in management of 
a personal income. 


The first two groups were rea- 
sonably well maintained through- 
out the countries represented 
in the Conference. The third was 
maintained subject to minor in- 
fringements arising from need to 
prepare against war. In regard 
to the fourth a paradox arose. 


He continued: “The income 
available for free spending after 
primary needs of consumers for 
food and shelter have been met 
is in most countries of Europe 
and America far greater than 
ever before. The things available 
for buying in Europe, at least, 
are in many ways less than 
before. The buying of them is 
controlled by regulations. 


“Advertising is addressed 
primarily to consumers’ freedom 
in the management of personal 
incomes. It is natural that adver- 


A section of the platform at the openin 
2,600 


tisers should desire world under- 
standing and world trade, so that 
the consumer's income can be- 
come means of choice between 
things, activities and enjoyments 
in all countries. It is natural 
that advertisers should want the 
income of consumers to be as 
high as possible in relation to the 
prices of things that they can 
buy. It is natural that, adver- 
tisers should want consumers’ use 
of their incomes to be as free as 
possible of prohibitions, restric- 
tions and conditions of all 
kinds... . 


“Assuming an effectively free 
world, the service of advertising 
is to help consumers to spend 
with knowledge so as to obtain 
the maximum of satisfaction. On 
what conditions can advertisers 
best render that service to a free 
world?” 


A Hitler Story 


Lord Beveridge, who had 
already referred to the 
“Beveridge Report” of 1942, told 
how a document found in Hitler’s 
death bunker in Berlin had in- 
structed the German Press and 
all public speakers what they were’ 
to say about the Report; they 
were to call it a shop-window 
fraud altogether inferior to the 
German scheme of social insur- 
ance. Another document told 
the truth as it appeared to an 
expert that the Beveridge plan 
was at all points superior to the 
German scheme. “The two docu- 
ments together are an entertaining 
picture of the troubles of 
Ministers of Misinformation,” 


delegates from 38 nations. 


ADVERTISER'S WEEKLY—Conference Bulletin 


The Beveridge Challenge To Advertising 


said Lord Beveridge. 

“Goebbels’ purpose, of course, 
was not the service of consumers, 
but the winning and keeping of 
power at any cost in human 
liberties.” 


purpose of serving the consumer. 
and their social responsibilities. 


“There are responsibilities as 
to method of advertising. The 
methods must not be such as to 
destroy beauty or to debase taste. 
The question of hoardings defac- 
ing the fields is an old one. The 
question of radio advertising is 
one on which Britain and most 
of Western Europe are sharply 
divided from most of the free 
world elsewhere. I have myself 
sided with the rest of the free 
world in the Report of the 
Broadcasting Committee. But I 
remain in a minority here. 


“There are responsibilities as 
to the content of advertising. Its 
social object is not to deceive the 
consumer but to help him. It 
must be conducted with respon- 
sibility and regard to truth. In 
the United States there used to 
be, and I presume there still are, 
organisations for consumer ser- 
vice, enabling those who become 
subscribers to obtain impartial 
exvert information as to goods 
offered to them. I wonder some- 
times whether we might not get 
established a consumer service of 
independent information, organ- 
ised by the advertising agencies 
themselves. 


g ceremony as the Mayor of Westminster was welcoming the 


This was a striking thought 
from the speech of Fairfax Cone, 
who spoke so forthrightly on 
abuses in advertising and on the 
responsibility which advertising 
owes to the public. 

Mr. Cone, who is chairman, 
Advertising Council, or S.A; 
immediate past chai 
American Association of ‘Advers 
tising Agencies; and chairman, 
Foote, Cone & Belding, began 
with the premise that men and 
women in advertising were very 
much the same the world over. ~ 

The economic responsibilities 
of advertising were something 
they shared with other people, 
but the responsibility for meth 
in advertising, of which Lo: 
Beveridge had spoken, was pri= 
marily that of advertising people; 

For example, said Mr. Cone, 
we could help to protect thé 
beauty of our cities by our use of 
posters. An isolated electric sign 
might be more effective than ong 
in a cluster; but it might cheapem 
a whole neighbourhood. 4 

Protesting against the broad= 
casting of advertising in railro: 
terminals to people who had 
means of turning it off, Mr. C 
said: “Just as advertising is 
instrument of society's freedom 
choice, so it should itself off 
freedom of choice to see or 
to see, to hear or not to hear. 
This was the way of an 
in newspapers, magazines, a 
hoardings, and its effectiveness 
could not be doubted. 

Advertising experience in many 
lands had proved the effective- 
ness of radio advertising; but 
advertising on television promised 
even greater results. Wherever 
it had adequate home coverage, 
television promised to be the 
most dynamic _ advertising 
medium. 

Mr. Cone then developed the 
theme that “advertising at its 
very best is only a substitute for 
personal selling—selling face to 
face.” The definition of advertis- 
ing as “salesmanship in print” 
had never been beaten, he said, 
except that the words “or on the 
air” had now to be added. 

If they were pred advertising 
men they would not transgress 
the rules of good selling. They 
would not talk longer than was 


@ Continued on page 10 
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ONE OF BRITAIN’S BEST-SELLING POPULAR WEEKLIES FOR WOMEN 


Here is A.P.’s best-seller. Your's too! For its sheer its fiction is first-class. Over the years WOMAN’S 
unbeatable value makes WOMAN’S WEEKLY house- WEEKLY has built up a tremendous reader-confi- 
wives’ choice everywhere. Its wealth of feminine dence, which is reflected in the ever-mounting sales of 
features are expertly edited, sincere, homely; and advertisers who for many years have used its columns 


AN AsP PUBLICATION - 3° WEEKLY - PAGE RATE £540 


A. W. BURNETT 
Advertisement Director 
THE AMALGAMATED PRESS, LTD. 
The Fleetway House, London, E.C.4 
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Buyer’s | 
Guide 


Advertisements 
By Comparison | 


News 
Service 
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Finer 
Design 


| Guidance ' 
| On Taste 


WHAT THE CONSUMER EXPECTS 


Which Kind Of Ads Would 
Please Buyers Best 


While 


paying tribute to the creative skill of the advertising 


profession, Lady Tweedsmuir, M.P., speaking at to-day’s 
business session on “What the Consumer Expects of Adver- 
tising,” listed a number of ways in which she thought the 


industry could improve its ser- 
vice to buyers. 

Lady Tweedsmuir contended 
that the relationship of the 
advertiser and the consumer 
should be a partnership. There 
should always be a_ two-way 
movement of ideas between 
them. While the advertiser natur- 
ally considered his relation with 
his client, it was of prime import- 
ance that he marked carefully 
his relations with the consumer. 

“] make no 
apology on 


advertising,” 
she con- 
tinued. 
“About 
£90 million 


a year is 
spent on 
, advertising 


in this coun- 
Lady Tweedsmuir try. In_ the 

end, this is 
the consumers’ money, and they 
naturally expect a return from 
it!” 

The first need was a Buyer's 
Guide. This entailed accurate 
and up-to-date information, not 
only on the qualities of the 
product, but also on the price. 

Nowadays many magazines 
carried attractive, persuasive, and 
detailed descriptions of lovely 
labour-saving devices, with posi- 
tive assurances that no housewife 
could be without them! But in 
many cases, no mention of the 
price could be found! 

From the consumer's point of 
view, it was equally important to 
know the facts as to what goods 
are available. This was particularly 
true in a scarce economy. No 
one wanted sellers to dwell only 
on their difficulties, but it could 
do nothing but good to mention 
them. Otherwise, an intending 
buyer, fired by some fascinating 
advertisement, rushed round to 
the nearest shop, to come down 
to earth with a bang! because he 
or she was told of endless delays 
in delivery. 

It .was this kind of thing that 
sickened the consumer, who 
expected and respected candid 
advertisement. In the end, honesty 
in presentation would create and 
keep that intangible quality of 
goodwill. Frank advertisement 


drew great dividends in the end. 
Consumers also expected that an 
advertisement would not over- 
state the case. They wanted to be 
told of the limitations as well as 
the virtues of any particular 
product. 

“Naturally everyone prefers to 
see an exciting and glamorous 
description,” Lady Tweedsmuir 
continued, “but it must not be 
carried to such a length that it 
distorts the goods in question out 
of all recognition. For instance, 
I quote the well-known example 
of film advertising. The super- 
latives used debase the meaning 
of words to a point of absurdity. 
There is no doubt at all that 
overselling must sooner or later 
set in motion the law of dimin- 
ishing returns as far as consumer 
acceptance is concerned. . . . 


Competition 


“The public naturally wants to 
know that one store sells certain 
goods at one price, and that a 
neighbouring store charges more 
or less. At present, with the high 
cost of living in this country, a 
woman spends many weary hours 
making the round of the shops, 
and often queueing, in order to 
make the best bargain. Of course 
advertisement by comparison 
could lead to much competition.” 

Advertisement by comparison 
leading to obvious competition 
might lead to _ price-cutting. 

Another need of the consumer 
from the advertising profession 
was a news service. News of 
labour-saving devices; guidance 
on other aspects of life such as 
hobbies, recreation, music, and 
social services. 

“There is one really great need 
for which I believe the con- 
sumer public is really searching.” 
Lady Tweedsmuir continued. 
“This is guidance in standards of 
taste. Without doubt it is in the 
interest of long term advertising 
to raise the standards of con- 
sumers’ judgment. 

“It has always been said of 
advertising that your goods must 
fit the demand—and skilled work 
is done in market research. 

“But are our advertisers 
quite certain that public 
demand has not reached the 
stage when they would appre- 
ciate finer design, if they were 
deliberately given the lead? 
Lately good quality American 
advertising has forced the 
pace in this country, but there 


is more to it than just commer- 

cial competition. . . . 

“While it is true, to an 
extent that public taste creates 
the demand, this taste will 
never call for really creative 
work unless encouragement and 
guidance come from the manu- 
facturer and the advertiser 
together. 

“I believe that advertisers can 
safely take courage and deliber- 
ately lead the public towards 
good design, even at a price. 
There is no doubt that in this 
country the public are groping, 
whether consciously or not, for 
them to do so.” 


A Challenge 


Drawing the attention of the 
Conference to the Government's 
proposals for consumers’ advisory 
centres, Lady Tweedsmuir added: 
“These centres are, without doubt, 
examples of central direction, and 
are, I suggest, a challenge to the 
advertising profession. For the 
implication is, of course, that in- 
sufficient guidance has been given 
to the public.” 

Lady Tweedsmuir caused a 
chuckle by recalling that it had 
been said that in the United 
States, the average intelligence of 
consumers was assessed at an age 
of 124! This estimate was given 
in answer to an accusation that 
the American advertising profes- 
sion was exploiting public ignor- 
ance and prejudice. 


Immense Power 


“What an immense power lies 
to hand! How great is the tempt- 
ation, in face of an unlearned 
public, to use the modern force 
or propaganda. The responsibility 
therefore placed upon those who 
wield the weapon of persuasion 
is heavy indeed. It is well known 
that slogans and simple repetitive 
arguments can in time force a 
pliable public to accept such 
arguments as part of their daily 
thinking. How vital therefore 
not to allow this to become a 
systematic one-sided propaganda, 
instead of a constant two-way 
movement of ideas outward to 
the public, and inward to man- 
agement.” 

“I suggest it is the highly 
responsible task of the advertiser 
to ensure that the public may be 
encouraged to exercise their 
choice and independent judg- 
ment; that they may do so 
because they have explicit trust 
in the advertising profession; 
that the standard set is of the 
very highest, both in efficiency 
and in integrity. 

“Only so can effective influence 
be exercised, and a proper rela- 
tion each with each be estab- 
lished, that of working together 
in the common cause.” 


CASH REGISTER | 
GIVES THE 
FINAL VOTE 


George D. Bryson, managing 
director, Young & Rubicam, 
London, in reply, said whatever 
the difference in viewpoints and 
customs, every advertising man 
and woman of every nation 
would like to see advertising 
serve the consumer better than it 
does. 

He continued : 

“In America, competitive sell- 
ing and competitive advertising, 
with all their faults, are essential 
parts of the system of private 
enterprise which we believe is 
the only practical way to a better 
life and better standard of living 
for the free world to-day. So 
most American business men 
have long since come to recognise 
advertising as a vital economic 
force.” 

He doubted if this could be so 
if advertising in America were 
doing no more for the consumer 
than Lady Tweedsmuir asks. It 
seemed that she would limit ad- 
vertising to an information service 
or buyer's guide. Certainly ad- 
vertising should be that. But it 
must be much more than that if 
it were going to render to con- 
sumers the great service of which 
it was capable. 

“Tt must play its full part in 
the system of free enterprise 
under which we live. It must 
contribute to that progressive 
way of life which is producing an 
even better standard of living,” 
said Mr. Bryson. 

e Consu- 
STs ce «Mers = were 

Bs c onstantly 
casting their 
| votes for or 
| against the 
appeal of 
| various pro- 
, ducts in a 
poll which 
was the most 
d e pendable 
and final 
that could 
be devised— 
the poll of 

George Bryson the cash 

register. 

After listing the parts played 
by advertising and competitive 
selling in the development of 
various industries, Mr. Bryson 
continued : 

“We have often heard adver- 
tising men claim that advertising 
improves the standard of living. 
1 don't think we can claim that. 
Advertising alone cannot give the 
consumer a better standard of 
living. But advertising can make 
the consumer want something 


@ Continued on page |4 
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THOMAS SKINNER & CO. (PUBLISHERS) LTD. 


offer Delegates to the 
International Advertising Conference 


A WARM WELCOME 


THE STOCK EXCHANGE OFFICIAL YEAR-BOOK (Est. 1875) 
PUBLISHED ANNUALLY (IN 2 VOLUMES), UNDER SANCTION OF THE COUNCIL OF THE STOCK EXCHANGE. 
The Official Work of Reference to all Securities Quoted on the Stock Exchanges and a Guide to the 
——— of British Industry under the Companies Acts. The Indispensable Standard Work of Financial 

Reference. 


THE BANKERS’ ALMANAC AND YEAR-BOOK (Est. 1854) PuBLisHED ANNUALLY. 

An Authoritative Survey of the World’s Banks and Banking. Indispensable to Editors, Specialists, 
Commentators as well as Bankers, Merchants and others with world-wide interests. “ The Book which 
Covers the Business World.” 


THE DIRECTORY OF DIRECTORS (Est. 1879) PustisHeED ANNUALLY. 
A Compilation of over 33,000 names of British Directors of Companies, their addresses and the names of 
the Companies with which they are connected. “* A man may be known by the Companies he Directs.” 


THE STOCK EXCHANGE GAZETTE (Est. 1901) PustisHep Every Friday. 


A Weekly Guide for Investors, giving a careful and responsible review of the Stock Markets from the 
Investment and Speculative Standpoints, Summaries and Analyses of the Results of all kinds of Companies, 
and a regular survey of Government Finance, Banking, Insurance and other aspects of Financial and 
Commercial Enterprise. 


SKINNER’S PROPERTY SHARE ANNUAL (Est. 1950) PuBLisHeED ANNUALLY. 
A Reference Book solely concerned with the Shares of Property Companies quoted on the Stock Exchanges. 
Full analytical details are given of each company. 


REGISTER OF SURVEYORS, LAND AGENTS, AUCTIONEERS AND ESTATE AGENTS (Est. 1937) 
PUBLISHED ANNUALLY UNDER THE SANCTION OF THE INSTITUTIONS AND SOCIETIES’ CONCERNED. 
An authoritative work of reference giving complete list of members, together with a Town Register embracing 
every sphere of interest and value to the professions which it is designed to serve. A book of interest to 
Architects, Bankers, Solicitors, Building Societies, Insurance and Property Companies and Dealers in 
Property. ¥ : 


| 
THE ABC RAILWAY GUIDE (Est. 1853) OrrictaL Every Montu. 
A complete and dependable Time Table, giving full Train Information and Fares between London and all 
stations in Great Britain, along with much other valuable information. 


THE ABC WORLD AIRWAYS GUIDE (Est. 1934) OrrictaL Every Montu. 
An air Time Table with quarterly shipping supplement. Circulates throughout the World. 


SKINNER’S COTTON TRADE DIRECTORY OF THE WORLD (Est. 1°23) PustisHep ANNUALLY. 
A complete survey of the Cotton Industry throughout the world. All Headings, Indices and Explanatory 
Notes printed in English, French, German, Italian Spanish and Portuguese. 

SKINNER’S HOSIERY AND KNIT GOODS DIRECTORY (Est. 1938) PustisHtp ANNUALLY. 

A complete survey of the Hosiery and Knit Goods Industry in Great Britain. 


THE WOOL RECORD AND TEXTILE WORLD (Est. 1909) PusLisHep Every TuHurspay. 
Recognised throughout the world as the Supreme Wool and Wool Textile Authority. 


SKINNER’S WOOL TRADE DIRECTORY OF THE WORLD (Est. 1927) PUsiisHep ANNUALLY. 
A complete survey of the Wool Industry throughout the world. All headings, indices, and explanatory notes 
printed in English, French, German, Italian, Spanish and Portuguese. 


SKINNER’S SILK AND RAYON RECORD (Est. 1928) PusLisHED MONTHLY. 
The International Journal of the Silk and Rayon Industries. Embracing Raw Material, Spinning, Weaving, 
Dyeing, Finishing, Merchanting, &c,, special attention being devoted to rayon fabrics and design. 

THE YEAR-BOOK OF THE WEST INDIES & COUNTRIES OF THE CARIBBEAN (Est. 1926) 


The standard work of reference for the Caribbean with maps. The most comprehensive survey of the West 
Indies ever contained in one volume. 


LONDON: Gresham House, E.C.2 NEW YORK 6: 111, Broadway 
MONTREAL 25; 1440, St. Catherine Street West 
MANCHESTER: 44, Brazennose Street BRADFORD: 10, Booth Street 
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Jury 10, 1951 


YEBROWS were raised last 

Thursday when ADVERTISER'S 
WEEKLY appeared with a wel- 
come message to Conference 
delegates from the Duke of 
Gloucester. : 

Royalty do not normally 
authorise such contributions for 
publication in the Press. Though 
we claim it ourselves, this was 
a scoop. 

It is believed to have been the 
first time that such a message 
has been exclusively prepared 
for any newspaper — certainly 
for any trade journal. 

* * * 


So lavish— 
they gasped! 


OCIAL side of the Conference 
was off to a good start with 
the Reception at the Dorchester, 
the Hulton Garden Party and a 
host of private cocktail parties. 
Delegates gasped at the lavish- 
ness of the event at Hulton’s 
London home, Cleeve Lodge, 
Hyde Park Gate, which is near 
Churchill's town house. 
Champagne flowed from every- 
thing except the mouth of a fish 
held by a water-nymph in the 
centre of a fountain-sprayed pool. 
This was Ladies’ Day and no 
mistake. The dresses were 
gracious, the hats (to a mere 
man) fantastic. Charming Doris 
. president of the 
Women’s Advertising Club, swept 
the board with a wide brim 
sprouting ears of golden corn. 
Other creations ranged from a 
capsized boat to dragon-fly wings. 
It all went to show that the 
women in advertising are smart 
and fashionable. But vivacious 
hostess Mrs. Hulton, greeting the 
guests with publisher husband 
Edward Hulton, was outdone by 
none. 
* . 


In bars, on lawns, 
East met West 


AST met West in the bars 

and on the lawns—and the 
fraternity of advertising showed 
that common interests are the 
best approach to world under- 
standing. 

Looking happy in the sun was 
Sam Gale, immediate past chair- 
man of the Advertising Council 
Inc.. U.S.A. Reposed in the 
shade was D. Gandhi, son of the 
late Mahatma Gandhi. 

Mr. Gandhi is here on a dual 
purpose trip. He is helping to 
celebrate the Reuter Centenary as 
well as the Advertising Associa- 
tion silver jubilee. 

* * 7 


Delegates let 
their hair down 


USY man at his home in 
Chepstow Place on Sunday 
afternoon was spritely Harry 
Deschampsneufs, overseas man- 
ager of advertising agents F. C. 
Pritchard, Wood & Partners, and 
regular ADVERTISER'S WEEKLY 
contributor. 
He invited foreign friends met 
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CONFERENCE 


COMMENTARY 


on many trips to four corners of 
the globe to make themselves at 
home, and batches from many 
countries arrived every few 
minutes to swell the cosmopolitan 
throng. 

There seemed to be no 
language difficulties. We con- 
versed freely with Dr. Doleschal 
from Switzerland, J. H. C. 
Sieverts from Holland, Pierre 
Bastide from France, and other 
delegates from Uruguay, Finland 
and other countries. All spoke 
English. 

All were invited to put their 
feet up and do whatever they 
pleased. Most let their hair down 
and discussed everything from 
business to politics and back to 
business again. 

Opinion on two points seemed 
fairly unanimous: The Confer- 
ence was “a great social event”; 
the Festival of Britain was “not 
as big as it is advertised.” 


Walter Leroy Smoldt, delegate of 
the Los Angeles Advertising Club, 
was seen off by actress Jean 
Simmons when he left by air for 
London. She told him where to 
go and what to see here. 
* * *& 


‘Every delegate to the Inter- 
national Advertising Conference 
has been supplied with an attrac- 
tive handbook giving the Con- 
ference arrangements in detail. 
This was designed, produced and 
presented by the Amalgamated 
Press Ltd. 

Amalgamated Press are also 
acting as hosts on Friday, at their 
sports ground at New Malden for 
the Conference Bowls Matches. 

* . * 


“I am the only American you 
have ever seen who, until a little 
while ago, had been in England 
without having been in London, 
in Scotland without having been 
in Edinburgh, and in France 
without having been in Paris”— 
Fairfax Cone. 

* * * 

Wise man (or prophet?) at 
Sunday's golf was G. Stewart, 
who brought a bottle of whisky 
in his bag from Glasgow. It 
was just as well, for he did the 
eleventh at Walton Heath in one! 

* * 

Men's fashion note: Only one 

social event arranged by the Con- 


, found to speed at 


ference organisers is “dress only.” 
Even the official banquet to-night 
allows “evening dress, dinner 
jackets or dark lounge suits.” But 
the Hurlingham Ball tickets say 
“evening dress.” This has embar- 
rassed youth scheme delegates 
with no dress suits and older 
delegates who have flown in with 
limited luggage and no tails. Only 
other Conference week event 
demanding “dress only” is the 
1.1.P.A. reception. 


* * * 
Looking for the 
man from Japan 

T all began with a telephone 

call from London to Slough 
on Wednesday afternoon: “A 
Japanese Delegate to the Confer- 
= arriving at Heath Row at 
50.” 


H. F. Chilton, Horlicks pub- 
licity manager and chairman of 
the Berks and Bucks Publicity 
Club Reception Committee, was 
somewhere in town. The club 
secretary had not returned from 
lunch. 

After frantic $.0.S.’s broadcast 
by Mr. Chilton’s resourceful 
secretary, two members were 
a minute's 
notice to London Airport, where 
they shrugged shoulders at each 
other. The arrival from the Far 
a ,was due at 4.50 a.m.—not 


* * * 


Sitting in a railway carriage 
on his way to Windsor for the 
races a delegate from Uruguay 
saw a young man reading “the 
most remarkable advertising pro- 
duction” he had seen for years. 
He borrowed it—and asked where 
he could get a copy... . 

He got one at the Centra! Hall, 


The Irish delegation arriving at Northolt Airport. 


Dr. Doleschal (Switzerland), 
Pamela Vacher (Norway) and 
J. H. C. Sieverts (Holland) give 
an international toast to the Con- 
ference. They called in to see 
Harry Deschampsneufs, at home 
to scores of foreign delegates. 


* * * 


Westminster, on Monday morn- 
ing. The production which had 
captivated him was the “Portfolio 
of British Creative Advertising” 
published by ADVERTISER'S 
Week.y, Every business delegate 
has received a copy. 

Many other compliments were 
received. Typical was that of © 
John Batten, advertising manager — 
of Watney; Combe, Reid & Co., © 
Ltd., who wrote congratulating © 
us on “a first class job and some- 
thing quite unusual.” ‘ 


. * * 
Tribute in oak 


The carved mural illustrating 
500 years of printing history 
which is being exhibited at Cen- ~ 
tral Hall was commissioned by 
G. S. Reyds and took Arthur 
Cousins two years to complete. It 
is carved from Austrian oak. 


In the group are, 


Edward F. MacSweeney (chairman), Mrs, E. F. MacSweeney, Mr. 
and Mrs. D. J. Garvey, Mr. and Mrs. Brian O’ Kennedy, Mr. and Mrs. 


J. Rackow, Mr. and Mrs. P. Rackow, Mrs. L. Murray. 


Also in the 


group are the four youth scheme delegates, S. Brady, F. Maxwell, 
T. Millner and S. Brennan. 
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% Delegates to the Convention are cordially invited to 
visit S. H. Benson Ltd. at Kingsway Hall, Kingsway, 
W.C.2, Please ring Holborn 6922. They will find the 
following inscription at the foot of this staircase :— 


Down this staircase was precipitated to his 
death with malice aforethought and for the 
gratification of all who appreciate the fine 

art of murder 


VICTOR DEAN OF PYM’S PUBLICITY 
25 May, MCMXXXIII 


* Murder must advertise ’’ 


This tablet was un\ciled A.D. 1950 by Dorothy L. Sayers, M.A. 
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Down this staircase 


between the sixth and fifth floors at Kingsway Hall have flowed many 
campaigns destined to make advertising history. It was specially built 
for Samuel Herbert Benson when he led his growing agency into the 
western deserts of Kingsway in 1909. 

This Edwardian example of design in industry is shown in the best 
light in this photograph — but is not that what one would expect in 


a Benson advertisement ? 
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Over 1,500 At The 
First Reception 


EVER was international friendship symbolised more 
successfully than in the reception with which the Confer- 
ence got off to a flying start on Saturday evening. 


With the official figure of 
1,500 exceeded by _ several 
hundreds, the guests, after being 
received by Lord Mackintosh 
(Conference president), and Lady 
Mackintosh, Sir Miles Thomas 
(Advertising Association _ presi- 
dent) and Lady Thomas, and Mr. 
F. P. Bishop, M.P., filled the ball- 
room at the Dorchester and the 
several large reception rooms 
adjoining. 

Representing almost every free 
country between here and New 
Zealand, they were at complete 
accord from the word go. 

Groups consisting of delegates 
from half-a-dozen different coun- 
tries of the West or the Orient 
chatted amicably together, with 

'English as the accepted language. 

Spectacular climax of the even- 

_ ing—and a triumph for the social 


and entertainment committee— 
was the pageant, designed to 
symbolise the romantic and his- 
torical tradition of Britain. 
Then—enthusiastically 
applauded — were the four 
national representations: Scot- 
land, with pipers from the 2nd 
Bt., Scots Guards in full regalia, 
followed by a solo sword dance; 
Ireland with a song, and boys 
and girls dancing a jig; Wales, 
with the singing of “Land of my 
Fathers”-to harp accompaniment; 
and finally England, with figures 
from the London scene, a fanfare 
of trumpets by Guardsmen, and 
the appearance of Yeomen, a 
bobby, a street urchin, a_ be- 
wigged lawyer, a cricketer, a 


coster with basket, and a riotous 
dance by a 
“Pearlies.” 


company of 


| East meets West—C. V. E. Sastri (India) and Mr. and Mrs. I. F. 
’ Buchanan (Britain). 
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“Not a bad show, don’t you think?” Sir Miles Thomas (centre) seems 
to be saying to F. P. Bishop, M.P. Stuary Mander (left) obviously 
agrees. 


@ The Challenge Accepted—Continued from page 3 
Five Continents Represented 


necessary, repeatedly interrupt 
good entertainment, argue, or 
harangue. By and large, people 


were willing to pay the price of 
listening to radio advertising; if 
this were not so, they would soon 
stop buying the product involved. 
It was mass selling that made 
mass production possible. Mass 
production without advertising 
was like a key without a handle. 

After asserting that “I don’t 
believe that anybody has ever 
made a lasting success with a 
poor product advertised by lies,” 
Mr. Cone went on to condemn 
exaggeration and unsupported 
claims that a product was better 
than its rivals, cost less, or lasted 
longer. 

“Unfortunately,” he said, “the 
Federal Trade Commission of the 
U.S. condones that as ‘legitimate 
trade puffery’. I don't believe 
there is such a thing as ‘legitimate 
trade puffery’.” 


This international group includes Giro Murati (Japan), Mrs. S. Peri (India), Mr. and Mrs. W. H. 


Gollings (London), 


A. M. Patel (India), and E. C. 


Luff and W. Hopkin (both of N: 


Zealand). 


Propaganda was a powerful 
weapon; but in a free world 
advertising promised to knock 
that weapon out of the hands 
that welded it. They accepted the 
challenge, he proclaimed; they 
would not fail to make them- 
selves responsible for advertising 
methods and content, and to use 
its growing force to help keep 
the free world’s promise crystal 
clear and bright. 

The five continents were repre- 
sented by the speakers in the 
remainder of the first business 
session. 

Speaking in French, Bernard 
de Plas, president, French Adver- 
tising Association, and vice-presi- 
dent, French Audit Bureau of 
Circulation, discussed the prob- 
lems that confronted advertising 
people in Europe in weaving 
again the threads that bound 
producer to customer, and of the 
success that had already attended 
their efforts. 


‘Don’t Sell 
Yourselves 
Short’ 


Expressing thanks to the 
Advertising Association for the 
welcome they had accorded dele- 
gates, C. K. Woodbridge, presi- 
dent of the Dictaphone 
Corporation of America, urged 
delegates not to “sell short the 


power and intelligence of the 
British advertising men and 
women.” 


Emphasising the importance of 
freedom to the people of the 
world he spoke of the way in 
which American business enter- 
prises were helping the world to 
understand the true meaning of 
freedom. 

Advertising was the best 


@ Continued on next page 
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TEA IN SERENE 
SETTING, THEN 
THE CORKS POP 


N a serene and sylvan setting 

delegates to the International 
Advertising Conference fdéund 
fellowship at the garden party 
given on Sunday afternoon by 
Edward Hulton, chairman and 
managing director of Hulton 
Press at his residence in Hyde 
Park Gate. 

Entering through green and 
white striped awnings, guests 
passed into a reception room with 
colourful murals, where the 
sparkle of chandeliers reflected 
from long mirrors. Here, in 
gracious manner, they were wel- 
comed by Mr. and Mrs. Hulton, 
then out into a courtyard with 
splashing fountain and huge 
hedges of yew, fragrant and cool 
in the afternoon sunshine. 


Gay Concourse 


Beyond, the lawn presented an 
animated scene with the guests of 
many lands in gay concourse. 
Costumes ranged from the manly 
kilt to the brilliant saris of the 
East, with many elegant after- 
noon gowns making the whole 
setting a kaleidoscope. 

Musicians entertained from an 
arbour at the far end of the lawn 
while tea was served at tables 
under the trees, or on the long 
balcony. There was music, too, 
for those who preferred refresh- 
ment in the quieter shade of the 
ballroom, where water bubbled 
through illuminated pillars in 
gentle cascades. Hulton hospi- 
tality was on the princely scale, 
and after the delicacies of tea- 
time, champagne, cocktails, and 
many other drinks were there to 
suit all tastes. 


Fine Gesture 


Many foreign guests expressed 
their delight at the charming sur- 
roundings, and such a convivial 
occasion. What pleased them 
most was that one of Britain's 
foremost publishers should have 
chosen to entertain them at his 
home. Even more than Mr. 
Hulton’s lavishness, this gesture 
seems to have been appreciated. 


One man between two hats! Miss 

Doris Richardson, Sir Harold 

Bowden, and Mrs. Mackay 
Bowden, 
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Hulton Proves A Princely Host 


Host and Hostess Mr. and Mrs. Edward Hulton with D. Gandhi, 
Indian delegate, son of the Mahatma Gandhi. 


East meets West.—B. D. Goenka, Express Newspapers, Madras, and 
Mrs. Goenka, chatting with Mrs. Edgar Baker “Time” and “Life” 
magazines. 


Bishop’s Tribute To Advertising 


Delegates attending Church 
House, Westminster, on Sunday, 
for the Conference inaugural 
service heard the Rt. Rev. the 
Lord Bishop of Rochester say 
that advertising—‘“the proclama- 
tion of good news”—had an 
illustrious record in Christendom, 
“for Christ ‘advertised’ the 
Kingdom of God through His 
Parables.” 

The Bishop said that the word 
“propaganda” had fallen into dis- 
repute with the nefarious activi- 
ties of Goebbels, but throughout 
history men of religion had 
glorified the term “propaganda” 
through the “propagation of the 
Gospel.” 

Advertising had played a vital 
part in educating the present 
generation in better living stan- 
dards, health and hygiene, and 
appreciation of the open-air. 
Great power was wielded by 
advertising, and the Conference 
must set itself the lofty ideal of 
realising its great social respon- 
sibilities. 

The Rev. Douglas Reed con- 


ducted the service, and F. P. 
Bishop, M.P., read the lesson. 
The Fleet Street Choir, conducted 
by T. B. Lawrence, ied the 
singing. 


Conference Has 
A Good Press 


The Conference had a good 
advance Press over the week-end 
and on Monday. 

Lord Mackintosh was Man of 
the Week in the Sunday Times 
which referred to the opening of 
the Conference. 

The Daily Mail said: 

“Without advertisements papers 
would either have to be sold at a 
prohibitive price or they would 
have to die, or (which would be 
worse) live as the hired creatures 
of some political party or dic- 
tatorship. 

? advertisement in the 
Paper is its guarantee of freedom 
from the advertiser as much as 
from anyone else.” 


MAKE SURE YOU 
GET YOUR A.W.’s 


Two More Issues 
This Week 


@ Continued from page 10 
The Challenge Is 
Answered 


medium of communication. At its 
best it was the simplest of 
languages. 

“Advertising which teaches 
people that to have things they 
must work for them is a public 
benefaction,” he declared. “That 
which doesn't is a wash-out.” 

Representing the continent the 
furthest from Central Hall was 
George Patterson, governing 
director of George Patterson Pty. 
Ltd. of Australia. 

“Advertising has performed a 
noble service for my country,” he 
said. 

The South African picture was 
given by O. J. Bekker, president 
of the Newspaper Press Union 
of South Africa. He reported 
that the newspaper organisation 
there was a virile one. 

Said Venkatrao Sista, manag- 
ing director of Sista’s Ltd., Bom- 
bay: “Asia is awakening. It will 
soon become a physical centre of 
world markets. The advertising 
fraternity should prepare for it 
now, 

The work, aims and achieve- 
ments of the International Union 
of Advertising were described by 
the Union's president, Paul O. 
Althaus of Switzerland. The 
Union, he said, were happy and 
proud to take up the challenge. 

Representing the Youth Scheme 
delegates, Borge Rasmussen of 
Politiken, and vice president of 
the junior section of the Danish 
Advertising Association, said they 
looked forward to meeting the 
young advertising neople from all 
over the world. He believed that 
they would get a great deal of 
benefit from the Conference. 
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For all your Outdoor Advertising 
in the Wolverhampton Area... 


Wolverhampton & District 
Billposting & Advertising Co., Ltd. 


4 St. George’s Parade, Wolverhampton 


Telephone: 20338 


ese 

: GORDON'S 
fii 

SCREEN PRINTING 


Scotland’s 
THREE 
Leading 
Dailies 


SCENIC MURALS THE GLASGOW HERALD 


The Business Man's Paper. Full Com- 
mercial, Industrial, and Stock Market 


DISPLAY UNITS cosets epee Seed 
| EVENING TIMES 
POSTERCRAFT Spastont anciag edits tones to teeters 


and the most economical advertising 
medium. 


THE BULLETIN 


GORDON’S PUBLICITY LTD Jam tering: ag 
IMPERIAL BUILDINGS pone ap en oe Hel 
OXFORD ROAD MANCHESTER buying habits of the Scottish housewife 


PHONE: BERWICK 37% 65 BUCHANAN STREET, GLASGOW, C.1 
56 FLEET STREET, LONDON, E.C.4 
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EW ZEALAND, U.S.A., 

Germany, Holland, Bel- 
gium, and Israel are repre- 
sented in to-day’s selection of 
pen-pictures of Conference dele- 
gates. 


* * * 


DIRECTOR of the Bureau of 
Advertising, American Newspaper 
Publishers Association, Harold S. 
Barnes, combines creative, mar- 
keting, and sales experience to a 
degree that is rare in the adver- 
tising business. He formed the 
Bureau in February 1946, and 
played a key role in its reorganis- 
ation and expansion and in 
developing the selling philosophy 
of the daily Press that is crystal- 
lised in the theme, “All business 
is local.” 

Believing firmly that marketing 
and media must go hand in hand 
if the advertiser is to get the 
maximum return from his adver- 
tising dollars, he established the 
Bureau to-day as a source of 
essential data and objective ser- 
vice to both retail and national 
advertisers. 

Barnes's previous _ business 
experience has been chiefly in 
the advertising agency field. For 
six years before joining the 
Bureau, he was vice-president and 
director of Compton Advertising 
Inc., where he was responsible 
for the Crisco and Ivory Soap 
accounts. He also spent 11 years 
with Young & Rubicam Inc., first 
aS a copy executive and later as 
account executive in charge of 
various General Food brands. 
Before that, he was a copywriter 
at Pedlar & Ryan. 

“Rusty,” as he is known to his 
friends, is a six-footer-plus. He 
was born in Medford, Mass., and 
reared in Texas. A graduate of 
Harvard and a member of the 
French Foreign Legion during 
World War I he tries to keep 
down to fighting weight to-day 
by working on his farm in Bucks 
County, Pa. 


* * * 


A GOOD-LOOKING _ young 
hopeful is Jacqueline Russell. 
who has come all the way from 
New Zealand where she has been 
a commercial artist and then an 
accounts executive. This is a 
working holiday for Jacqueline; 
she is absorbing as much of cul- 


B. B. Binetter 


A. Papier 


Harold §. Barnes 


tural and historical interest as 
possible. 

The Conference will, she hopes, 
result in increased business for 
New Zealand when the general 
advertising set-up there becomes 
better known—especially among 
European countries. “I don't 
think many of them know about 
us!” she feels. 


* * x 


A PREOCCU PATION of 
G. E. J. Nicaese is the reorganisa- 
tion of Belgian publicity; he is 
secretary of the Belgian Commis- 
sion on Advertising of the Inter- 
national Chamber of Commerce. 

Born in 1912, Nicaese gradu- 
ated in consular and commercial 
sciences. After the war he joined 
Het Laatste Nieuws, the famous 
Belgian daily, as advertisement 
manager. Some of you will have 
met him a couple of years ago at 
Buxton, where he was the only 
Belgian delegate. 


* * * 


ISRAEL is a young country, and 
agencies—and the people who 
found them—are apt to be young 
also. Although the Zurah agency 
of Tel-Aviv was formed in 1934 
it is one of the oldest in the 
country. Its founder, Bruno B. 
Binetter, hon. secretary of the 
Israel] Advertising Association, is 
still only 39. Born in Hungary 
and trained in advertising in 
Berlin and Breslau, he did not 
settle in Israel till 1933. 
Associated with the Ring 
agency in Haifa and Walfish in 
Jerusalem, Zurah has important 


J. Schlepkow 


Jacqueline Russell 


> sport. 


G. E. J. Nicaese 


European and American connec- 
tions, and places advertising for 
such people as General Tyre, 
Columbia Pictures, and National 
Cash Register, as well as handling 
much of the most important 
Israeli advertising, including that 
for the World Zionist Congress 
to be held in Jerusalem this year. 

Publicising the third Macca- 
biah, the Jewish International 
Sports Festival, was quite up 
Binetter’s street, for he had been 
a notable sportsman in his day 
and still referees and writes about 
His other hobby is music. 


* * * 


BODDEN & DECHY is a Bel- 
gian organisation that got into 
the news here recently by winning 
the British Direct Mail Advertis- 
ing Association's Chadwick Cup 
for the best direct mail campaign 
of the year. This firm has sent 
three delegates: Fernard Hourez, 
Rene Dewitt and his wife Renée 
Maloens. 

Hourez, the managing director, 
is one of the big names in 
Belgian advertising. President, 
Publicity Club of Brussels; direc- 
tor, Belgian Advertising Associa- 
tion; member, International 
Chamber of Commerce advertis- 
ing committee; teacher of direct 
mail and copywriting at Brussels 
Advertising College, and author 
of a noted direct mail manual 
these are some of his attainments. 
His sports include rolling his own 
cigarettes! 

Dewitt is head of Bodden and 
Dechy’s art and technical depart- 
ment and looks after the adver- 
tising of the Wielemans-Ceuppens 
breweries. He and his wife claim 
to be the only 100 per cent adver- 
tising couple in Belgium. 


* * . 


NOT UNKNOWN in J this 
country is A. Papier, of Rotter- 
dam; he has visited England 
together with J. H. C. Sieverts, 
advertisement director of Arbei- 
derpers. That organisation he 
joined in 1931, and, after going 
into hiding during the war, was 
appointed advertisement manager 
of the Rotterdam branch in 1946. 

A member of various publicity 
clubs, he is also secretary of the 


By CONTACT 


cemmiitee of advertisement man- 
agers of the Rotterdam dailies. 
He is adviser on the Rotterdam 
Fair for the women's journal 
Femina. 


* * * 


WHEN I asked John Schlepkow, 
of Hamburg, what his pastimes 
are he said: “I love wine, women, 
and song; but as one can’t have 
everything all the time, I have 
dropped singing!” Whatever else 
Schlepkow lacks, it is not a sense 
of humour. 

He was born, he confides, at a 
time when he could roam the 
world minus passport, and with- 
out visa and currency worries. 
In 1919 he founded the Hamburg 
section of the German Advertis- 
ing Association, and in 1945 the 
Advertising Association of Ham- 
burg and Schleswig- Holstein, 
which became a “how to do it” 
example for the foundation of 
similar organisations throughout 
Germany. At the same time he 
started the Advertising College in 
Hamburg, the first of its kind in 
Germany. 

It is his intention to retire 
from the Advertising Association 
of Hamburg before long, to make 
room for younger men, but he 
hopes to continue as teacher at 
the College of Advertising for 
some years, “Young people need _ 
not only to be taught the tech- 
nical know-how of their jobs but 
also to be convinced that people 
must live with, not against, one 
another.” A self-confessed opti- 
mist, Schlepkow continues to 
believe in the innate goodness of 
man. 

A_ country-lover, Schlepkow 
dabbles in agriculture, and rides, 
drives, hunts, and sails. 


WEEKS WISECRACK 


“I’m lucky to be alive, old 
man—those New Guinea 
delegates I invited to 
stay with me are head- 
hunters.” 
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G. L. McLellan congratulates Jack Rafter on winning the handsome 
McLellan Cup he gave for the best morning round at Walton Heath. 


L. W. Needham, who presented the golf prizes, holding the “Leicester 
Evening Mail” inter-advertising clubs challenge bowl, won by G. 
Stewart, le ft, and E..L. Yule, right, for the Publicity Club of Glasgow. 


© Continued from page - 


Golf 
STEWART HOLES 
IN ONE 


Golfing delegates had two 
grand days at Wentworth and 
Walton Heath during the week- 
end. Blessed by fine weather and 
with everyone in excellent spirits, 
there were some low scores on 
both days. E. L. Yule and 
G. Stewart proved an invincible 
combination and with 7 up on 
bogey easily won the Inter- 
Advertising Clubs match for the 
Leicester Evening Mail Challenge 
Bowl. 

In the morning round at 
Walton Heath, G. Stewart holed 
out in one at the eleventh, and 
won the prize for this achieve- 
ment offered by ADVERTISER'S 
WEEKLY. Stewart duly paid the 
penalty at the 19th. Results: 

Wentworth.—Challenge match: 
N.A.G.S. beat the delegates by 
10 matches to 6. The winning 
player in each game received a 
silver tankard presented by 
Leonard M. Masius. Morning 
medal round, for golf trolley 
presented by the Advertising 
Association: E. L. Yule, 78—13 
=65. Runner-up, John Coope, 
85—17=68. 

Afternoon foursomes: K. 
Robinson and E. J. Rafter, 3 up, 
won on the best second nine 
holes after a tie with E. A. 
Smee and G. Stewart. 

Ladies’ match: Mrs. J. Verrin- 
der. Runner-up, Mrs. Glanvill 
Benn. 

Walton Heath. — Morning 
winner of the McLellan Cup, 
presented by G. L. McLellan: 
E. J. Rafter, 3 up. Runner-up, 
G. Stewart, all square. 

Afternoon fourball foursomes, 
for prizes presented by Ald 
Sir Noel Vansittart Bowater: 
E. L. Yule and G. Stewart, 7 up. 
Runners-up, G. Dunbar and A. R. 
Everett, 4 up. Inter-Advertising 


Giving Consumers A Better Standard 


better and that in gurn can result 
in a better standard of living.” 

The advertiser hoped to give the 
consumer publications on which 
she could rely. Under normal 
conditions in a democracy, it was 
advertising revenue that made the 
free Press possible, by freeing 
it from dependence on Govern- 
ment subsidies, or other financial 
influence or dictation. To be 
sure the consumer usually paid 
for something for magazines or 
newspapers, but the wide distri- 
bution of our Press in the demo- 
cracies was largely due to adver- 
tising revenue. It was very much 
to the advertiser’s advantage to 
keep the free Press “free”—free 
of influence from advertisers as 
well as Governments, for the 
advertiser needed a medium in 
which his message would be re- 
ceived with confidence by the 
reader. 

Mr. Bryson maintained: 

That advertising could help 
to give the consumer a pro- 


gressively better standard of 
living. 


That this was accomplished 
by the promotion of better 
products and services than the 
consumer had been using pre- 
viously, 


That the general use of these 
progressively better products 
and services made it possible 
to offer them at prices that the 
masses could afford. ‘a 


And. that, hand-in-hand with 
these benefits, advertising re- 
quired that the products or ser- 
vice should be made widely 
available, and helped in 
accomplishing this. 


That advertising played an 
important part in maintaining 
a free Press. 


“But I am aware that, unfortu- 
nately, there is a lot of advertis- 
ing to-day that does not live up 
to these standards,” he continued. 
“There are occasionally those 


who think they can gain a quick 
profit by taking advantage of the 
system without really contribut- 
ing anything. Every time we pro- 
duce or even countenance adver- 
tising that distorts facts, exploits 
ignorance, exaggerates grossly, 
or merely appeals to a vulgar de- 
sire to ‘keep up with the Jones’, 
we are helping or permitting ad- 
vertising to lessen its own value.” 


In America the progressive 
manufacturers and advertising 
men and women gave support to 
what were known as Better Busi- 
ness Bureaux. The principal 
functions of these bureaux was 
the policing of advertising. 

Most major cities, and some 
States in America, have “honest 
advertising laws.” The Better 
Business Bureaux operated with 
these laws as a background; they 
tried education and persuasion 
on offenders first; invoked the 
law if that did not work. News- 
Papers supported the movement 

strongly; so did retailers. 


Harold Fish, honorary organiser. 


Clubs competition for the 
Leicester Evening Mail Challenge 
Bowl: Publicity of Glasgow 
(E. L. Yule and G. Stewart). 

Ladies’ Competition: Mrs. 
Arnold. Runner-up, Mrs. Mann. 

Other prizes were presented by 
J. M. Beable Battersby & Co., 
C. & E. Layton, Daily Mirror, 
H. Richard Simmons, R. Palmer 
and Harold Fish. 


Youth Tonic 

Youth Scheme delegates were 
greeted by Lord Mackintosh at a 
cocktail party at the “Welcome 
Club” last night. 

“If it had not been for the 
Youth Scheme I would have lost 
heart in this Conference about 
three months ago,” he revealed. 


————— 
ST. HELENS & DISTRICT 


REPORTER 


PRESCOT & HUYTON 


REPORTER 


The only A.B.C. papers 
published from these towns 
averaged 


51,975 
COPIES WEEKLY 
July—December 1950 


134 FLEET STREET, E.C.4 
Telephone CENtral 7620 


73 CHURCH STREET, ST. HELENS 
Telephone 2285 (3 lines) 
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LARGEST DEMOCRACY? 


INDIA ! One in seven of the world’s population goes to make up her many races — now united 
as never before. Under India’s new democratic Constitution, they share equal opportunities ; 
in her bold industrial plans they see the promise of a still more prosperous community. It may not 
be realised how much of India’s needs for her great task of industrialization is being supplied by 
Britain. Over the last three years, her purchases here have averaged about £100 million per year. 
She will need far more — when industrialization brings the inevitably increased demand for 
consumer goods. 

Therefore the far-sighted British advertiser will maintain his position in the key markets of 
India . . . and most of all in the heart of India’s growing industrial power : the ‘ Amrita Area’ 
served by AMRITA BAZAR PATRIKA and JUGANTAR. 


44% oF INDIA LIVES 
IN THE ‘AMRITA AREA’ 


(Shown in black on this map) 


W. Bengal, Uttar Pradesh (U.P.), Assam, Bihar and 
Orissa, make up India’s major selling area. It has 
the biggest population—the greatest concentration 
of industry including : 
Iron and Steel... owe ooo O7%H 
Jute iat 97.5% 
Engineering (general & ceric 60% 
Paper ove 81% 


Amrita Bazar | = 2 


(Figures on basis of workers employed) 


Here AMRITA BAZAR PATRIKA | is the leading 
ra | ri Pa | English Daily. It is published ly from 
both Calcutta and Allahabad and has the largest 
circulation in the Ganges Valley ; it also covers 
East Pakistan. 
Here, too, the leading Indian-language Daily is 
JUGANTAR in Bengali. High circulation and low 
rate per s.c.i. make JUGANTAR your soundest 
medium for reaching over 60 million Bengali- 
speaking peopie. 


ENGLISH DAILY PUBLISHED SIMULTANEOUSLY AT CALCUTTA AND ALLAHABAD 


JUGANTAR 6 


BENGALI DAILY FROM CALCUTTA 


Free specimen copy and all details from 
LONDON MANAGER: T. ioe eg 28 SOUTHAMPTON ST., STRAND, W.C.2. 
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TYPE is the VOICE 
of the printed page. 


Here you see words set in 


. ° 9 
a serene, melodious’ face: 
Bembo, one of the renowned 


designs which The Monotype 


( Or oratiol1 | td. | Our “TYPE CHART” broadside (18" x23" 
in two colours, price 2s. 6d.) is still in print, 
but in view of the avalanche of orders now | 


ofters as 2 solution of | coming in from different parts of the world 


we have thought it prudent to lay aside | 
| some copies of the First Edition for presen- | 


tation with our compliments to Delegates — 

the pr oblem of getting to the International Advertising Conference 

who care to apply for this not unworthy — 

: ; : souvenir of a visit to a country in which | 

MANIUHUM persudasiveness the “typographic renaissance” has borne | 

such remarkable fruit. Please apply to the | 
Publicity Dept., 54 Fetter Lane, London, E.C.4. 


into dwindling areas! 


THE MONOTYPE CORPORATION LTD 


Reg. Office: 55-56 Lincolns Inn Fields, London, W.C.2. Head Office & Works: Salfords, Redhill, Surrey. Reg. Trade Mark Monotype 


FREE FOR 1p. STAMP: VISUALIZATION CARD IN TWO COLOURS, “93 FAMOUS FACES”; 8-p. PAMPHLET, 
“21 CLASSIC BOOK AND PUBLICITY FACES”; LEAFLETS, “WHAT'S THAT TYPE FACE?”’, “ALPHABETS”, ETC. 
Set in ‘Monotype’ Bembo 270 and (in panel) Plantin 110 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone : Chancery 8844.) 
July 10, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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ADVERTISER'S eg | om HURLINGHAM PICTURES: 


THURSDAY, JULY 12, 1951 


Registered at G.P.O. as a newspaper CONFERENCE CARTOON Ss 


Advertiser's 


: Mid- 
‘ : Conference 
? Reports 
. THE ORGAN OF BRITISH ADVERTISING 


Giving The Masses What They Want 


Steven Spurvier ARA. 


One of Britain's most versatile and widely 
experienced artists, Steven Spurrier, A.R.A., 
is a typical example of the high standard 
of JOHN BULL's contributors. 


WEEKLY NET SALE 


OVER ONE MILLION 


A Giant by any Standard 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A 5 
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ACME 
SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 

Tel : Howard 1651 


i 


ACME 


TO THE 


LETTERS 


EDITOR 


How Agents 

Can Maintain 

. . 
Profit Margins 

Sin,—Your anonymous contri- 
butor (July 5), Director of a large 
London agency, complains bitter- 
ly that his firm must charge his 
clients more for overseas adver- 
tising or else “go broke.” If I 
were one of that diréctor’s clients, 
1 would advise him to put his 
own house in order and work out 
ways and means whereby his 
agency could place advertising in 
foreign papers and still maintain 
the normal! profit-margin. It can 
be done, if your contributor 
would first rid himself of the pre- 
mise that all foreign advertising 
must be placed in conjunction 
with a foreign advertising agency 
who naturally require half the 
newpaper’s commission, 

Why does he consider this so 
essential? 

Is he not aware that every over- 
seas newspaper, trade and techni- 
cal journal of any repute is 
directly represented in London for 
the sole purpose of giving prompt 
and personal service to British 
agencies? 

Is he not aware that all adver- 
tisement contracts placed through 
the London offices of the papers 
carry the normal agency commis- 
sion which would not have to be 
shared with a foreign agency? 

Is he not aware that the Lon- 
don office make themselves re- 
sponsible for packing and post- 
age of copy instructions and 
blocks overseas (a boon to copy- 
despatch managers) and thus 
save the agency considerable 
postal expense? 

More important still, is he 
aware that in the great majority 
of cases, the London representa- 
tive invoices direct to the agency 
and receives payment from him 
in sterling, thus saving him the 
necessity of grappling with ex- 
change-control forms? 

Your contributor will see that 
by taking advantage of the ser- 


vice which lies on his doorstep, 
his rate of commission is doubled 
and his administrative expenses 
considerably reduced. 

This company has regular busi- 
ness dealings with some 130 
British advertising agencies, all 
of whom I am quite sure are only 
too pleased to place business in 
overseas papers at the full com- 
mission rate. Your contributor 
should think again when he states 
that there are only “a dozen or 
so” London agencies undertaking 
campaigns overseas on a large 


scale. 
DENNIS R. VICKERS, 
Managing Director. 
ae Publications (Overseas) 
td. 


Sly Insinuations 

Sir,—Much is being said about 
advertising’s need to sell itself, 
but it would be a pity if the 
necessity for collective action of 
this sort made us forget the value 
of individual effort on behalf of 
our industry. For, by resolving 
never to let the “opposition” get 
away with untrue statements 
about our work, we can all doa 
useful P.R. job. 

In the Press such statements 
are not to be found in the head- 
lines. Casually misleading, they 
are slipped tnto articles that may 
deal with any subject but adver- 
tising and these sly insinuations 
are bound to have considerable 
effect on the public mind. How- 
ever, if, on encountering such 
statements, advertising men and 
women immediately produced 
their answers, they would find, as 
I have done, that editors will 
generally print their replies in the 
correspondence columns, and 
these enjoy a big enough reader- 
ship to make the effort worth- 


while. 
JAMES HOVELL, 
43 Talbot Road, N.6. 


Why Contracts 
Are Cancelled 


Sirn,—Mr. Goodchild obscures 
the issue of this discussion by 
“haring” off into the legalities of 
“consideration.” Why does he not 
put forward a clear and concise 
defence for the inclusion of the 
cancellation clause in an adver- 


tising contract? However much 
he may cite legal luminaries on 
the question of “equity” and 
“consideration,” the patent fact 
is that agents demand—and 
receive—a privileged outlet which 
is not open to publishers. It 
surely needs no argument to 
expose the farcical situation 
which would arise if both agent 
and publisher included a “getting- 
out” clause. 

What are the reasons for 
agents cancelling contracts? Is it 
possible that they can be found 
in one or more of the following? 

(a) An unsound financial 
arrangement between advertising 
client and agent. j : 

(b) A change of policy or idea 
on the part of the client and/or 
agent. 

(c) Mistaken judgment of an 
agent regarding suitable media. 

(d) Unanticipated success in 
the first issues, absorbing produc- 
tion, thereby destroying the need 
for continued publicity. — 

Publishers need advertisement 
revenue, as do agents. If pub- 
lishers refused to accept contracts 
containing the cancellation clause, 
what is the alternative for the 
agent other than some media 
more costly, more complicated, 
more restricted in area appeal 
and much slower in result? 

The question is very simple; 
what is the justification for agents 
claiming this privilege denied to 


publishers? 
T. W. HANCOX. 
On The Road. 
180 Tottenham Court Road, W.1. 


Why Tuition By 
Post Is Necessary 


Sir,—I was pleased to find sup- 
port from Mr. H. Dearden (June 
28), for the proposal by the York- 
shire Branch of the $.D.M.A.A. 
that a correspondence course 
should be sponsored by the Ad- 
vertising Association. 

Advertising has matured con- 
siderably in the last ten years, 
conditions have changed greatly 
from the pre-war era, and new 
techniques have been evolved 
which are not covered by many 
of the available books. Unless a 
student is able to attend regular 
classes under responsible tuition, 


SHOWCARD & SIGN CO. LID. 
Paragon Works, Enfield, Middx, 
Tel: Howard 1651 


” 


Acai 


or has access to a qualified first- 
class agency his chances of pass- 
ing any examination will be 
governed by good luck rather 
than sound knowiedge of his sub- 
jects—a situation which must not 
ve tolerated. 

The Publicity Club of Leeds, the 
Leeds Education Committee and 
the members of this branch of 
the S.D.M.A.A. do their utmost 
to provide tutors in Leeds for 
each section of the A.A. examina- 
tion. Our efforts are however 
limited by the lack of sufficient 
students for all potential classes. 
Regular weekly classes, sub- 
sidised by the Education Commit- 
tee, are provided for as few as 
six students for each section, but 
financial considerations prohibit 
the provision of classes for 
smaller numbers, in consequence 
of which no tuition has been 
available this year to cover 
Division “B” of the Intermediate 
and Division “C” of the final 
eXaminations. 

_ Similar, or even worse condi- 
tions must apply to most pro- 
vincial centres, and unless a satis- 
factory correspondence course 
can be supplied many good re- 
cruits to advertising will be either 
lost for ever, or will go blindly 
ahead, misinformed, unqualified 
and a potential danger to the rest 
of the advertising world. 

I submit that this is a situation 
to be dealt with by organised ad- 


vertising. 
F. WINTERBURN, 
Production Manager. 
Gordon Advertising Ltd. 


Free Thinking 

Siz,—I note, that, according to 
your report (July 5), officials of’ 
the Institute of Directors have de- 
scribed their “Free Enterprise” 
campaign as “completely non- 
political.” 

The only fitting comment on 
such an (apparently) niive state- 
ment is, surely, “who do you 
think you're kidding?” 

ARTHUR SOUTTER. 
8 Brondesbury Road, N.W.6. 


16,500 Building Workers in Bristol—and 
each day more than 14,000 take home the 


Evening Post. 


A.B.C. MEMBER 
They will ‘build’ your sales 
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BRITAIN’S 
BIGGEST SELLING 


4. QUALITY MAGAZINE 


a 7 


AN A.P. PUBLICATION 
2/6 Monthly + Page Rate £350 


Throughout Great Britain WOMAN’s JOURNAL 

is firmly established as ““The Aristocrat of 
Monthly Journals” among the most influential 
and discriminating of buyers ... those families 
whose incomes are above average and whose 
homes reflect an inherent culture and good taste. 
Over the years, more and more manufacturers 
of quality products have found that this 
brilliantly edited, superbly produced journal 

is their finest ambassador of goodwill. 


A. W. BURNETT, Advertisement Director THE AMALGAMATED PRESS LTD. 
THE FLEETWAY HOUSE, FARRINGDON ST., LONDON, E.C.4 
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Industrial 


Advertising 


en 


reaches 


Top Management 


certainly 


SIDNEY HENSCHEL - ADVERTISEMENT MANAGER + 72 COLEMAN STREET - E.C.2 + MONARCH 8833 
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As Heralds Of Trade Delegates Can 


Advertise The Desire For Peace 


FOREIGN SECRETARY 
COMMENDS THEME OF 
THE CONFERENCE 


OMMENDING the choice of theme for the International 
Advertising Conference, the Rt. Hon. Herbert Morrison, 
Secretary of State for Foreign Affairs, speaking at the Conference 
banquet on Tuesday night said he hoped that as an outcome 


of the Conference “the forces 
of freedom may indeed be 
strengthened”. 

The banquet held at Grosvenor 
House and attended by about 
1,700 people, was the biggest 
function of its kind held in 
London this Festival year. 

Mr. Morrison said: “In this 
country there is room for State 
enterprise and private enterprise 
side by side. It is a practical 
question—how can we organise 
industry most efficiently to the 
advantage of the community? We 
don’t proceed from doctrinaire 
preconceptions. . . . That's not 
the British way. 

“We want freedom to choose 
between political parties—that’s 
where democracy comes in. And 
we want freedom to choose 
between goods in the shops— 
that’s where advertising comes in. 

“And above all we want free- 
dom to go about our daily 
business in peace, freedom from 
the fear of war—that’s where 
foreign policy comes in. 

“I shall continue to do my 
bit to advertise our motives— 
our love of freedom and social 
progress, our desire for peace 
and our readiness to solve all 
problems by negotiation. I 
know that you, too, as the 
heralds of trade, will spread 
the same message across the 
world.” 

Mr. Morrison referred to the 
fact that advertising was now 
helping the nationalised indus- 
tries. “I think it would be very 
foolish for any of us,” he added, 
“in our relations with the con- 
sumer, whether in privately or 
publicly owned industries, to try 
to do without the services of 
advertising.” 

Lord Mackintosh, Conference 


president, in reply said: “Our 
work as advertisers is designed to 
increase prosperity and economic 
well-being. We have to strengthen 
our defences without weakening 
our economy, 

“Secondly, we must make our 
way of life so attractive that the 
rest of mankind will be drawn to 
it with a higher standard of 
living, whether of body or spirit, 
and we must tell the world about 


it. 

“Thirdly, this Conference can 
help solve world problems by 
strengthening the bonds of world- 
wide friendship.” 

Sir Miles Thomas, president of 
the Advertising Association, pro- 
posed “Our Guests and Visitors 
from Overseas,” and the Hon. 
Julius C. Holmes, Minister of the 
American Embassy, responded. 


eee PICTURES— 
Early pages we devoted to 
Conference rts. General 
news summarised pages 117-123. 


Foreign 


Secretary Morrison addresses the guests: Right—dancers 


take the floor. 


Govt. ‘No’ To Commercial Radio 


The Government is to allow 
the B.B.C. to continue for 15 
years on substantially the same 
basis as at present. 

A White Paper states that they 
agree with the Beveridge Com- 
mittee that a clause in the 
B.B.C.’s licence which prohibits 
any commercial advertisement or 
sponsored programme without 
the written consent of the 
Postmaster General, should be 
repeated. 

The White Paper also states 
that neither the Government nor 


4.B.C. is opposed in principle to 
the showing of the Corporation's 
television programmes in cinemas 
or other public places “on terms 
consistent with the responsibilities 
of the B.B.C.” 


Pint Size—10 Gallon 


Ira de Jernett, president Dallas 
Advertising Club, has presented 
Lord Mackintosh with a minia- 
ture 10-gallon hat, Texas pass- 
port, and the highest honour 
Texas can give—honorary citizen- 
ship. 
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“Use more. 
There are oe ye and 
among them a lot of talent and 
experience.” 

This was the message of 
F. H. K. Henrion, designer and 
industrial artist, addressing a 
specialised session organised by 
the Display Producers and Screen 
Printers’ Association yesterday 
(Wednesday). 

“In budgeting allow for design 
as a necessary item and do not 
try to economise on this one re- 
latively small fee as it means 
cutting off your nose to spite the 
face” he said. “Too many dis- 
plays look like faces with their 
noses missing.” 

J. Douglas Black, director, 
Press and General Publicity Ser- 
vice Ltd., said that an advertising 
agent very rarely had his own 
silk-screen printing department, 
_ but employed outside contractors 
who produced the job from the 

finished art work created in the 
agent’s studios. 

“The creation of the design 
should be the agent’s responsibi- 
lity,” said Mr. Black, “although 
many of the larger contractors 
have excellent studios of their 
own. My reason for saying this 
is that any sales promotion 
matter, whether it be showcards, 
displays or posters, must have a 
definite sales message. 

“The advertising agent should 
be conversant with his client's 
entire sales policy and he alone 
can really create the idea which 
will tie up with all known factors 
of the campaign. The contrac- 
tor’s studio, on the other hand, 
cannot be expected to be conver- 
sant with these points. Frequently 
he produces an attractive design 
which has considerable eye- 
appeal but no real sales message 
and consegently cannot tie up 
with the campaign as a whole.” 

Julius R. Teich, president, 
Superior Displays Inc., Boston, 

- U.S.A., aroused keen interest with 
detailed reference to the “Truth- 
and-Advertising” movement. He 
continued : 

“It is my considered opinion 
that We are now ready for an 


additional movement which also 


Mrs. 


New Campaign For 
Truths Urged 


has its roots in the element of 
truth. I should like to designate 
it as the “Truth-to-the-Advertiser’ 
movement. All of us have the 
right to expect great things and 
momentous decisions to emanate 
from this International Advertis- 
ing Conference. It is entirely 
fitting and proper that we sub- 
scribe to a new campaign of 
truth on this world advertising 
stage. 

“‘Good Advertising’ alone is 
not enough. All advertising must 
have a purpose—it must try to 
sell something—either merchan- 
dise, services or ideas. 

“To-day, the practitioners of 
advertising must know something 
more than how to write and lay 
out good copy. They should be 

@ Continued on page 120 


HATPINS FOR THE 
GUESTS 


“Though we represent many 
countries we all talk the same 
language—the language of adver- 
tising” said Miss Doris Richard- 
son, president of the Women’s 
Advertising Club of London, wel- 
coming a gathering of over 100 
women at a special Conference 
luncheon at the Savoy on Tues- 
day. 

“I do not believe we could 
have been treated in a more 
gracious 
“ee way any- 
where in the 
world, but 
here in Lon- 
don, this 
July,” said 
Miss Helen 
Berg, Presi- 
dent of the 
Ad vertising 
Women of 
New York. 
Mrs Paul 
F abricius 
(D en mark) 
Miss Helen Berg also expres- 
sed thanks 
for the generous hospitality. 

Ornamental hat-pins were pre- 

sented to the guests. 


Walter Gifford, wife of the American Ambassador, and Mrs. 


Paul Fabricius (Denmark), at the luncheon —? by the Women's 
Advertising Club of Lond 
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A NIGHT TO REMEMBER 


The grand finale of a great show. 


i b. stunned. I shall need 
weeks to digest this wonder- 
ful feast.” So commented a young 
Swede after Monday's Late Night 
Theatre presented by the News- 
paper Proprietors’ Association at 
Theatre Royal, Drury Lane. A 
packed house unanimously en- 
dorsed his verdict. For three 
hours delegates delighted in the 
best Britain offers in plays and 
players, in song, dance, drama, 
humour. With perfection of 
eanatenee craftsmanship came — 


Lord Mackintosh and Drummond Armstrong, director of 


others — Sybil 
Thorndike, Ed Edith Evans, Laurence 
Olivier, Kay 
John Clements; 
Beatrice Lillie; 
Dolin; Vanessa Lee and Olive 
Gilbert; Tommy Trinder. You 
lucky delegates! 

The show, certainly ey ~ 
any Command Performance 
our memory, was wellliantly 
organised by a committee of the 
N.P.A. headed by Roy Clark, 
who was assisted by L. W. 
Needham and John Coope. 


the 


Advertising Association, were congratulated on the success of the 

Conference by Andrew Milne and Harold Vernon—the men behind 

the Wembley Convention in 1924. Occasion was an ‘Old Timers” 
reunion lunch at Claridges on Tuesday. 


Describing how 


sured by market research. The 
whole policy of business must be 


a Ads. Raise Living Standards 


can raise the 
standard of living, 
Paul Cadbury, director, Cad- 
bury Brothers, said advertising is 
essential to the competitive sys- 
tem. It bridged the gap between 
producer and consumer, and 
crystallised public demand on a 
limited number of lines 
Mr. Cadbury continued: “Ad- 
vertising does not always raise 
the standard of living. Let us 
be honest. There are some 
articles, patent medicines and 
cosmetics, where the cost of 
advertising constitutes a very 
large part of the tota! cost. In 
so far as they make people feel 
well or beautiful, the standard of 
living may be said to be in- 
creased, but there is sometimes 
an artificial element of which all 
advertisers must beware. 
“Public demand must be mea- 


based on research and sales 
estimates which arise from it, 
because new factories, build- 
ings and plant must be planned 
and ordered two or three years 
before production starts. Parallel 
to the budget for capital expen- 
diture, there must be a budget for 
advertising which also depends 
upon the estimated effect of ad- 
vertising on demand.” 

Outlining his own firm's pro- 
gress as a result of advertising 
since before the first world war, 
Mr. Cadbury said: “We did not 
only secure trade from competi- 
tors. Far from it. They also 
showed increased sales. Total 
consumption per head of choco- 
late and sweets in England rose 
from 44 oz. per week in 1924 to 
74 oz. per week in 1938. 

“Our action was to set stan- 

@ Continued on page 117 
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Magazines—A Mighty 


74 


Weapon 


In The Arsenal of Democracy’ 


Chairman of the Advertising Federation of America aad 
spokesman for America’s magazine publishers, Graham Patter- 
son, publisher of Farm Journal and Pathfinder News Mag- 
azine, at a luncheon organised by the Periodical Proprietors 
Association, at Grosvenor House yesterday (Wednesday), said 


that in the war for men’s minds 
the magazines of Great Britain, 
of America, and of all free 
nations were a mighty weapon 
in the arsenal of democracy. 


Magazines were now con- 
fronted with the greatest chal- 
lenge and opportunity in their 
history, he said. 

He sometimes wondered if the 
role played by magazines in the 
cultural life 
of their 
nation was 
realised 


fully. In 
America, 
with 153 
million 
people scat- 
tered over 
an area 
3,000 miles 
wide, what 
better me- 


dium could 
there be for 
welding 
people _ to- 
gether than the nationally distri- 
buted magazines? 

He continued: 

“Magazines live and grow for 
one reason only—people want 
them. People want magazines 
because, through their variety 
and the differences in the subject 
matter of their pages and in 
their editorial approaches, they 
satisfy every human_ interest. 
They entertain and they also 
_ They inform and inspire. 
They provide the raw materials 
from which public opinion is 
formed. Above all, they truly 
reflect life as it is lived. 

“Despite all claims to people's 
time and attention—automobiles, 
motion pictures, radio, and even 
television—magazines grew and 
prospered, because they filled a 
basic need of the people. To-day, 
well over 34 billion copies of 
magazines are sold in the United 
States, either in the form of sub- 
scriptions or over the news- 
stands. That figures down to 10 
million copies a day, more than 
7,000 every minute of every day 
throughout the year! 

“Magazines are themselves the 
greatest adult educational force 
America has. They help the 
advance of formal education in 
many ways—informatively, and 
by leading the readers to want 
more education for themselves 
and their children. From the 
opposite direction, education 
helps magazines—for education is 
an extremely important factor, 
perhaps the primary factor, in 
determining whether or not a 


Graham Patterson 


person is one who will read 
magazines. 

“That is of great importance 
to the advertiser, for there is a 
direct connection between educa- 
tion and the ability to absorb 
advertising and be sold by it. 

“Educated people are better 
prospects for the advertiser with 
goods to sell, Education is not 
necessarily synonymous’ with 
intelligence, but is about the 
closest measure to be had in the 
mass. Selling is easier in a 
market that has perception for 
argument and values. 

“We must not forget that while 
advertising is a tremendous force, 
and one of the cornerstones of 
the private enterprise system, it 
carries with it obligations on the 
part of all of us who use it and 
administer it. It calls for intelli- 
gence, responsibility and eternal 
vigilance from us all. We must 
do our own policing—or someone 
will do it for us. 

“1 don't know how’ your 
Government feels about advertis- 
ing, but I can tell you that in the 
United States, politicians are con- 
stantly looking at advertising with 
a hungry eye as a_ potential 
source of added revenue.” 


P.R.O.’s MUST BE 
PATHFINDERS 
FOR IDEAS 


In the public relations field, 
there is still a long way to go 
before Governments, corpora- 
tions, and individual employers 
are persuaded that the same 
thoroughness must go to the 
routing of paths by which ideas 
are transmitted, as to the plan- 
ning of a railway or an airport. 

This point was made by Sir 
Stephen Tallents (founder presi- 
dent, Institute of Public Rela- 
tions) at the Institute's specialised 
session yesterday (Wednesday). 
The peacetime functions of pub- 
lic relations, he said, ranged 
from the maintenance and pro- 
motion of good _ international 
relations to the selling of goods 
and services. 

“There are still too many 
companies whose public relations 
directors feel that publicity is a 
substitute for advertising.” 

This criticism of public rela- 
tions practices and techniques in 
the United States was levelled by 
C. B. Larrabee, president and 
publisher of Printers’ Ink. 

There was still too little of the 
preventive in public relations— 
too much worrying after a crisis 
occurred instead of planning to 
see that crises do not occur. 


THREE FIELDS 
GOVERNMENT 


It is legitimate for governments 
to undertake three types of adver- 
tising, Francis Williams (B.B.C 
governor and formerly public 
relations adviser to the Prime 
Minister) contended in his talk 
on “Should Governments Adver- 
tise,” which was presided over by 
Sir Robert Fraser, director- 
general, Central Office of Inform- 
ation, 

These three were: administra- 
tive, informative, and morale- 
raising advertising, he said. 

Modern government in a 
complex society could not pos- 
sibly be effective, efficient, and to 
the public advantage if it were 
not allowed to harness to its pur- 
poses the great social instrument 
of advertising. 

Frederic Gamble (U.S.A.) 
believed that America had the 
right to explain what it was trying 
to do, to countries to which it 
was supplying economic aid, but 
felt it would be much more 
effective if the recipient countries 
themselves did the explaining. 

George Warden (Britain) con- 
tended that Government advertis- 
ing in this country did much to 
save administrative expenditure 
by harnessing public co-opera- 
tion. 


ARE OPEN FOR 
ADVERTISING 


Paul Fabricius (Denmark) 
favoured the use of ordinary 
commercial firms as being prob- 
ably better qualified. 

M. Blondel (France), said 
government advertising could be 
linked with that undertaken by 
private firms. 
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ANOTHER ‘A.W.’ 
TO-MORROW 


There will be another 
special issue of “Advertiser's 
Weekly” to-morrow (Friday). 

It will contain reports of 
to-day’s sessions, also all 
the latest news and pictures of 
social events. 

Make sure you get your 
copy. It will be on sale at 
all the usual newsagents in 
London and the Provinces, 
and at the Conference Hall. 

Have you got your copy of 
Tuesday’s extra issue with 
reports and pictures of events 
up to Tuesday noon? Those 
reports are not repeated in to- 
day’s weekly issue, and you 
MUST have the Tuesday 
Special to complete your 
record of Conference week. 
You can still get it from your 
newsagent. 


Trade On 
Tradition 


“International trade, which in 
my opinion advertising should 
support, is, in the first instance 
trade in products for which, in 
the course of years, or even 
centuries, a country has acquired 
a traditional reputation.” 

This was the declaration of 
Sidney J. van den Bergh, director, 
Lever Bros. and Unilever, Rotter- 
dam, speaking on Monday after- 
noon. 

Larger economic units — he 
instanced Benelux—were now 
evolving and it would be the task 
of advertising to educate the con- 
sumer to feel himself the citizen 
of a wider community. 

He continued: 

“For fertile brains and people 
with energy and skill, there 
should still be plenty of scope, 
but only through the medium of 
advertising can they bring their 
product—when they have found 
a suitable one—to the notice of 
the general public. 


COCKTAILS FOR YOUTH © 


A happy crowd at tie cocktail party given by Lord Mackintosh and 


Sir Miles Thomas for youth scheme delegates. 


This group includes 


Jean Collin, Jacques Harland, A. Modiano Zwobado, Miss Georgette 


Blanchard, Jean-Claude 


Gallais, 


Mrs. Maryvonne Olivier, and 


Michel Chapoutot. 
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1 A.M. “ADVERTISER’S WEEKLY” PICTURE SERVICE 


THIS MORNING’S PICTURES 
AT HURLINGHAM 


eee eons aes Ye ener 


; 


Roll ‘em down! Dudley Turner 
clasps a jar of pickles to his chest 
and accepts a packet of cigarettes 
as his second prize. 
The Lord Mayor of London, Sir Denys Lowson, and Lord Mackintosh watching the Royal Marines 
beat “Retreat.” 


: & ®f 


Study in black and white—an interested couple at one of the 
sideshows. 


\e \ \ The Lady Mayoress and Cmdr. Rebertson-Macdonald among the 


crowd watching the fireworks display. 
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NE of the gayest displays of 

lighting ever seen greeted 
delegates at the Hurlingham Ball. 
Gardens, flowerbeds, trees, the 
arcade and many other features 
presented a brilliant spectacle. 

Revellers passed through an 
arcade. illuminated by “fairyland 
strips.” In the Beer Garden 
between the dancing and buffet 
marquees, trees were floodlit and 
the border of the garden set out 
with “fairyland _ strip.” The 
swimming pool, also, was flood- 
lit and artists taking part in the 
water show provided one of the 
big surprises when they appeared 
in costumes covered by invisible 
ultra-violet rays which activated 
the paint. 

The Royal Marine Band 
parade, with a background of the 
flags of the various nations repre- 
sented at the Conference, was 
another highlight, and the colour 
and pageantry of the occasion 
was enhanced by floodlighting 
and spotlights. 

A floodlight island in the lake 
made an impressive background 
to the illuminated gondola. 

The British Thomson-Houston 
Co. Ltd., provided these lighting 
effects. 

* * 

The Conference 
Lord Mackintosh, is to 
next president of the Thirty y Cab 
of London. 

* * * 

Albert Milthado, managing 
director of Albert Milhado and 
Co. Ltd., is broadcasting to Radio 
Hilversum to-night giving his 
views and impressions of the 
Conference. He will interview 
H. G. D. Coppens, leader of the 
Dutch delegation and one of the 
Dutch youth delegates. 

A 15-minute news commentary 
on the Conference was broadcast 


in the B.B.C. Home Service for 
Schools at 10.15 a.m. on Monday 
* * * 


Sir Frank Newnes claims to be 
the oldest delegate. “I started in 
business on my own in 1898,” he 
says. 

* * 

“None of you started in adver- 
tising as young as I did,” Lord 
Mackintosh told youth scheme 
delegates. Then he explained 
how, when he was three years 
old, he toddled into his father’s 
cake shop, climbed on a chair 
and fell flat into the window 


Three of the best beards at the Conference. 


CONFERENCE 
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COMMENTARY 


amidst the jam tarts and cream 
cakes. 

“They say I have been in the 
advertising business ever since,’ 
he smiled. 

* * * 

Stopping at a bookstall in 1924 
a man picked up a magazine and 
read about the _ International 
Advertising Convention then in 
progress. What he read encour- 
aged him to join advertising. 
That man was Venkatrao Sista, 
managing director of Sista’s Ltd., 
of Bombay, who, on behalf of 
Asia, accepted the challenge in a 
masterly fashion on Monday 
morning. 

* a * 


Overseas Guests of 
the Government 


VER 300 overseas delegates 

were guests of the Govern- 
ment at a reception on Monday 
evening at Lancaster House. 

They were welcomed by the 
Secretary of State for Common- 
wealth Relations, Mr, Patrick 
Gordon Walker, and Mrs. 
Gordon Walker. 

The company included Lord 
Mackintosh and a number of 
leading Conference organisers. 

* 


During Tuesday morning's 
session a message from the police 
was read requesting the removal 
of two cats from outside West- 
minster Abbey as they were 
holding up a wedding. 

A gentleman on the platform 
walked forward and handed a 
bunch of keys to his wife who 
had been sitting | in the sadionce! 

. . 


Greetings to cabana dele- 
gates were included in a half- 
page advgrtisement tracing the 
history of Mackintosh advertis- 
ing over the last fifty years, in 
the Evening News on Tuesday. 

Nine notable advertisements 
were illustrated going as far back 
as 1900. 

The advertisement also appears 
in the Star to-day (Thursday). A 
rush job, it was prepared over the 
week-end by T. B. Browne Ltd. 


An attractive 12-page menu and 
toast list, printed and designed 
by C. & E. Layton Ltd. was 
presented to delegates at the 
banquet and dance at Grosvenor 
House, on Tuesday. 

All programmes and invitations 
for the Conference were designed 
by Layton’s, in conjunction with 
the Advertising Association. 

* * * 


ADVERTISER'S WEEKLY was 
mentioned from the Conference 
platform on Tuesday morning. 

Speaking on the difficulty of 
tracing the manufacturers of 
some branded goods, Mrs. W. 
Hamp-Hamilton said:— 

“If you read ADVERTISER'S 
WEEKLY you will find how often 
advertising accounts move. They 
flit from one place to another.” 

* * * 


About 80 who attended the 
Wembley Convention in 1924— 
chairman Harold Vernon called 
them “Old Boys”—entertained the 
chief organisers of the Confer- 
ence, Lord Mackintosh, F. P. 
Bishop, M.P., and Drummond 
Armstrong, at lunch on Tuesday. 

Mr. Vernon recalled how he 
and “Andy” Milne were in the 
“sixth form” in 1924. “Pat 
Bishop is the head prefect now,” 
he said, “but many complain that 
he is too often seen in the 
Masters’ Common Room!” 

He paid tribute to “Andy” 
Milne, who had the bright idea 
of holding the luncheon. 

“He is the man who did the 
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Lord Beveridge chatting with V. 

Sista (India) at the Thirty Club 

lunch to chairmen of overseas 
delegations. 


work in 1924,” said Mr. Vernon. 
“But he is still doing it now.” 
Messages were read from Lou 
Holland and Gil Hodges who 
could net get ont from USA. 


“It has been said with a certain 
amount of truth that an editor 
lives in constant apprehension that 
the advertisement manager may 
wish to seduce him, while the 
advertisement manager prefers to 
have lunch at the Savoy with a 
lady client.”—-Francis Williams. 


—Conference Quotes 


“For advertising to play its 
part in raising standards of living 
in backward countries, its 
approach must be simple, direct, 
informative, and implicitly reli- 
able’"—Mrs. C. R. Davidson 
(Kenya). 


* * * 
“Advertising leaders with vast 
appropriations should be willing 
to put something into a fund to 
ensure that our private enterprise 
cystem will be retained”— 
Graham Roe (Britain). 


. * « 

“Advertising is the consumer's 
text - book.” — Eric Elinder 
(Sweden). 

* * * 

“If advertising must be an 
industry then let it be a light 
industry.”"—Margaret Neale (F.C. 
Prnchast. wees s Partners Ltd.). 

* 


“Advertising has helped raise 
the expectation of life—and we 
must see to the needs of those 
whom we have kept alive.” 
Annette M. Snapper (U.S.A.). 

* * * 


“The consumer derives con- 
siderable benefit from the adver- 
tising of technical production 
plants and equipment"—L. G. 
Bellack (Britain). 


“We must bring home to ad- 
vertisers the tremendous opportu- 
nities offered by a country like 
India”—Cecil Turner (Britain). 

* * - 

“Improved living standards 
have been achieved by advertis- 
ing such services as building 
societies, insurance companies, 
and travel facilities’—Jacques 
Hirsch (France). 

7 ~ . 

“Advertising should appeal 
truthfully to women of ‘twice- 
twenty’ or fifty; they need the 
truth; and they still have a say 
in things’—Mrs. Doreen Day 
(Canada). 

* + ~ 

“The lower the intellectual 
level in under-developed coun- 
tries, the greater the risk that 
advertising will draw consumer 
expenditure from what is most 
urgently needed and focus it on 
what is most attractive’—Hans 
Hund (Holland). 

a * . 

“But for the advertising of 
dentifrice, many people would 
have such bad teeth they would 
not be able to enjoy Cadbury's 
chacolate!"—Jens Enner (Den- 
mark). . 
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JAZZ FOR THE FESTIVAL 
The Marquis of Donegall 


A WAY TO RACIAL PEACE 
Roy Welensky, C.M.G. 


FEATHERS IN FASHION AGAIN 


Anne Brown 


HATFIELD HOUSE 


Geoffrey Harmsworth 


SUGAR RAY ROBINSON 


Stanley Russell 


" 
G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR ~ 114 FLEET STREET, LONDON, E.C.4 
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CLUBS DAY: Speakers look into the future of advertising 


Crudities Condemned: ‘They Give The 
Critics A Stick’ 


YESTERDAY (Wednesday) was Clubs Day—and the 
accent was on youth and the future of advertising. 

With F. P. Bishop, M.P., vice-chairman of the Conference 
Organising Council, in the chair, introduced by A. Robertson- 
Macdonald, chairman, Club Development Committee; 

Sir Miles Thomas paid tribute to the advertising clubs of 


the world; 


J. B. Nicholas, managing director, Rumble, Crowther & 
Nicholas Ltd., spoke on “Youth and the future of advertising”; 

Frederic R. Gamble, president, American Association of 
Advertising Agencies, discussed the problem of recruitment; 

A. B. Lowndes, head of the School of Commerce, Leicester 
College of Technology and Commerce, described “What 
Britain is doing in education and training for advertising”; and 

Paul Fabricius, president, Danish Advertising Association, 
spoke on the interchange of youth. 


Moral Task Ahead 
Of Youth 


Mr. Nicholas said: “It was a 
wise decision on the part of the 
organisers of this Conference to 
give the young people of adver- 
tising a day to themselves. First 
because under the normal ordin- 
ance of nature, it is the young 
people—the under forties shall 
we say—who will carry the 
lessons of the Conference farther- 
est into the future; second, be- 
cause while the elders—the over 
forties—-are inevitably _ pre- 
occupied with immediate prob- 
lems, it is desirable and necessary 
that their juniors should be given 
a free and glorious fling at the 
impossible—the impossible which 
it is the duty, and joy of youth 
to make possible. 

“The major task facing the 
human race to-day is the social 
organisation of life among the 
nations. . . . Advertising can make 
a large and useful contribution 
to this task, and the first step 
towards preparing to make that 
contribution is this—a very prac- 
tical step. 

“It is that you young adver- 
tising men and women, who 
will presently graduate to the 
full responsibilities of our pro- 
fession, shall now resolve that 
in the next 25 years or less, 
organised advertising shall ad- 
vance as far and as fast as it 
has advanced during the last 
25 years. In short—you have 
to be as good as your elders.” 
After reviewing the develop- 

ment of advertising over the past 
25 years, Mr. Nicholas continued: 


“One of the most difficult tasks 
of the immediate future—a diffi- 
cult, self-searching, self-question- 
ing task, a moral task which we 
cannot evade—is to make up our 
professional mind on the relation 
between our mechanics and the 
purpose for which we are pre- 
pared to use them. 

“We are not at all clear about 
this now. , And I submit that we 
shall not achieve full professional 
status until we are clear.” 

Under the grim tutelage of two 
wars, advertising had learnt its 
first lessons in selling ideas, in 
selling service—even sacrifice—in 
selling not-anly the tools of 
civilisation but also civilisation 
itself, ; 

‘The, Main Weakness’ 

There was one thing which had 
not been achieved—advertising 
had not yet achieved that full 
measure of respect and confi- 
dence without which jt could not 
realise the full potential of its 
service to society. 

“This is the main weakness of 
our position,” said Mr. Nicholas. 
“In comparison with other pro- 
fessions—the Church, education, 
medicine, the law, the higher 
levels of journalism and the 
B.B.C.—I'm afraid it must be 
admitted that advertising sits 
rather below the salt. 

“The vigilant attitude of the 
B.B.C. towards advertising under- 
lines the prejudices and suspicions 
is based for the most part on the 
crudities of the old unorganised 
pioneering days of advertising— 
the saloon bar days of advertis- 


“I wish it were possible this 
morning to declare unequivocally 
that those crudities have all been 
abolished. Many are gone, but 
some still remain. There are 
banalities, certain vulgarities of 
sex appeal, a sort of adroitness 
shall I call it? ... These 
blemishes are still to be met with 
in the advertising columns, and 
although clients must bear some 
of the blame, we advertising 
practitioners cannot escape our 
share of responsibility. 


‘Lowering The Tone’ 


“These crudities lower the tone 
of our whole practice and give 
unfriendly critics an easy stick 
to beat us with. They make it 
easy for those who dislike adver- 
tising to say that a profession 
which uses cheap forms of ex- 
pression does not deserve the 
respect of intelligent people. 

“I would like to appeal to all 
advertisers and advertising agents 
to resist the temptations of these 
crude methods. Only by con- 
stant resistance can they be 
eliminated, and our standards of 
expression raised beyond re- 
proach, I know that many adver- 
tising men are indefatigable in 
their efforts to abolish these 
cheapjack vulgarities and to 
impart dignity to the language of 
advertising. 

“These crude formulae are not 
only damaging to our aspirations 
but, in practice, are far less 
effective than they are popularly 
believed to be. Banalities imply 
a disrespect for the customers’ 
intelligence and do not pay in the 
long run. 

“Sex appeal which has become 
a general blot upon our age— 
not only in advertising but in the 
cheaper Press, on the films, in 
popular literature, and in the 
theatre—is a corrupt and lazy 
substitute for the romantic 
appeal. Sex appeal offers few 
novelties and they soon bore, 
whereas the romantic appeal 
affords inexhaustible possibilities 
of humour, charm and sentiment.” 

Advertising must not be known 
merely as clever makers of 
slogans and posters and stunts 
and merchandising schemes; it 
must show that it has a mind 
and a conscience of its own. 

Among the tasks facing adver- 
tising were how to effect a recon- 
ciliation between employers and 
employed in the labour market, 
the social and _psychologicai 
unification of popular attitudes, 
and the publicising of those major 


truths and principles upon which 
our way of life was founded. 
Newspaper reports were not 
enough. The only way was 
advertising—trecapitulation, repe- 
tition, illustration and demonstra- 
tion. 

_ The great truths of civilised 
living and happiness, the major 
principles of peace and pros- 
perity, the wisdom of the world’s 
wisest men, the noblest products 
of man’s experience should be 
packaged and presented, distri- 
buted and sold—as cornflakes are 
sold—by tried and proven com- 
mercial methods. 

The minds of the millions to- 
day were swamped with vulgar 
literature, trashy films, escapist 
pleasures, and catchpenny philos- 
ophies—all thoroughly advertised. 
Why should the devil have all 
the best advertising? Was it not 
in the interest of industrialists, 
manufacturers, financiers, news- 
paper proprietors, and all who 
make money out of catering for 
the material necessities of the 
age, to spend some of their profits 
on the intellectual and spiritual 
nourishment of their millions of 
customers? 

And was it not in the interest 
of governments, who depended 
so much on the support of intel- 
ligent electorates, to encourage 
such expenditure as a provident 
investment in the education of 
citizens? 

“Need For Education’ 

Mr. Nicholas _ continued: 
“Civilisation—in which | include 
commercial prosperity, industrial 
efficiency, full employment, social 
contentment, the abolition of 
fear, disease and starvation—as 
well as the higher ideals of 
brotherhood, freedom and justice 
—this civilisation stands to-day 
in grave need of militant minis- 
trations from the Churches, cour- 
ageous leadership from _ the 
statesmen, more beneficent inven- 
tions from science, public-spirited 
enterprise from the organisers 
and business men, and, assisting 
all these, the kind of advertising 
and merchandising service I have 
tried to describe. 

“One of the declared purposes 
of this youth day is the training 
and education of new recruits 
to our profession. In my opinion, 
it is not only the new recruits 
who need education, but states- 
men, leaders of industry, and the 
general public as well. To this 
end, the higher conception of 
advertising which I have tried to 

@ Continued on page 82 
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THE NATIONAL MAGAZINE CO. LTD. 
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me IN THE BABY FIELD—FIRST! 


“ ... we are more than satisfied with the results we have obtained from our 
keyed advertisements which prove to be at a lower cost per reply than any 
other similar media”, wrote Mr. G. Hart, Sales Manager, Cow and Gate 
Ltd., of recent advertising in Woman’s Own. 


IN THE FASHION FIELD — FIRST! 
Writing of Lewoolin Clothes Ltd. keyed advertisements in mass circulation 
weeklies and dailies, Mr. R. S. Palmer, Space Buyer, Paul E. Derrick 


Advertising said, “I found Woman’s Own was a comfortable first on the 
basis of cost per reply”. 


fe IN THE BEAUTY FIELD Diana Day’s lipstick offer, 
= made in conjunction with Goya, Ltd., brought in OVER 260,000 REPLIES 
IN 8 DAYS 


over 0% mituioN 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines 
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CLUBS DAY continued: Training and recruitment problems discussed 


Chair Of Advertising Is Proposed 


describe must replace the rather 
mixed reputation which now 
stultifies our efforts. 

“A Chair of Advertising should 
be established, without delay, in 
our leading Universities, not to 
deal with technical aspects of our 
work—these are already well taken 


“The world needs advertising 
to-day as never before, and it is 
our privilege to create the kind of 
advertising that is worthy of the 
work to be done.” 


New Technique For 
Education 


Mr, Lowndes said: “I am not 
concerned with the training of 
mere hack workers in the studio. 
They are always available at a 
price, but can you secure, at any 
price, an adequate supply of the 
men and women who are able to 
take charge of a complete cam- 
paign right from the research pro- 
ject to the full order book? 

“This Conference represents 
the cream of the advertising pro- 
fession throughout the world. 
You know that you had to 
acquire these qualities through a 
lifetime of experience, in many 
cases by the hard way. You 
know, too, that the great impetus 
which the second world war gave 
to publicity of all forms, and the 
greater impetus which the return 
of more peaceful days will bring 
in the race for commercial supre- 
macy, rules out the old method 
of trial and error as a medium of 
training. Six years spent in the 
field of industrial training have 
convinced me of the extreme 
urgency of finding new and more 
adequate methods of training. 

“There are three organisations in 
this country which have provided 
courses of study designed mainly, 
or partly, for publicity. The In- 
corporated Sales Managers’ Asso- 
ciation offers a course of study 
applicable mainly to sales mana- 
gers, but there are some subjects 
which have a bearing on advertis- 
ing. The scope of its require- 
ments are too specialised, and 
not sufficiently broad to provide 
the type of advertising executive 
I have envisaged. 

“The Institute of Incorporated 
Practitioners _—_in Advertising 
caters for those who are engaged 
in the service of an advertising 
agency, or of an advertising con- 
sultant. The scope of its exami- 
nations offers good ground for 
study and they cover a wide field 
of practical techniques. As an 
active member of two profes- 
sional bodies which are at present 
attempting to resolve their rela- 
tionships, I know that it would 
be extremely unwise for .me as 
an outsider to comment on the 
relation of this examination to 


that of the third body—the Ad- 
vertising Association. 

“The Advertising Association, 
as the programme of this Confer- 
ence shows, caters for the wider 
profession of the agency, the ad- 
vertising departments of the in- 
dustrial concerns, and of the 
Press and other media. This is 
reflected in its examination re- 
quirements. 

“I should like to pay a humble 
tribute to the work of the Edu- 
cation Committee of the Adver- 
tising Association for the marked 
improvements which have been 
introduced into their require- 
ments during the past two or 
three years. Although there is 
room for some future develop- 
ment, particularly onthe inspira- 
tional side, | believe that in the 
requirements we have. for the 
present a satisfactory basis for 
acquiring much of the know- 
ledge about advertising which we 
have postulated.” 

Mr. Lowndes 
development of a “sandwiched 
course of study,” whereby a 
student remained on his job for 
thirteen out of sixteen months 
of his course. The remaining 
time was spent in three separate 
periods of residence in the 
college. In addition the students 
came to the college for six 
tutorial periods, each of a day 


described the 


and a half. During their periods. 


on their jobs students followed 
a directed reading course. 

Could the same technique be 
advan ously applied to adver- 
tising? He believed that it could, 
and arrangements were in hand 
for a start to be made in Janu- 
ary, 1952. Nominations would 
be accepted from any agency or 
advertising department, regard- 
less of where it was situated. The 
minimum ase of admission 
would be 23, but the course was 
being designed for those in their 
late twenties and early thirties. 
A minimum of one year’s experi- 
ence would required, and 
every candidate for admission 
would be required to pass 
through a group selection inter- 
view occupying one day, and in- 
volving tests of suitability to 
measure up, after training, to the 
job specification involved. 


‘Higher Standards’ 


It was essential for this type 
of training, and to secure the 
desired result, that only trainees 
well above the average should be 
accepted. 

“If we are to get new and 
higher professional standards in 
advertising,” said Mr. Lowndes, 
“it will be necessary for the pro- 
fessional bodies concerned to 
collaborate with us in the pro- 
vision of more suitable forms of 
measurement of professional 
attainment. 

“I should also like to thank 
those officers of the Advertising 


Association and of the Publicity 
Clubs of Great Britain who 
visited Leicester to discuss the 
plan, and the Education Commit- 
tee of the Advertising Associa- 
tion for its consideration and 
approval of the scheme.” 


. 

Untrained Men 
‘A Danger’ 
Leon-Raymond Gits, vice- 
president, Belgian Advertising 
Association and managing direc- 
tor, Société Anonyme Lintas, 
speaking on recruitment, educa- 
tion, training and interchange in 
advertising, said these four 
elements were inter-dependent. 


J. B. Nicholas 


A. Robertson-Macdonald 


But the real need was for good 
basic education. 

There was a real danger to 
advertising in people who were 
not qualified setting themselves 
up as technicians and consultants 
in competition with recognised 
advertising men and_ specialist 
concerns. Such people often 
introduced reprehensible com- 
mercial practices. 

It was quite obvious that the 
possibilities of recruitment and 
the opportunities of making a 
judicious selection depended 
essentially on education. The 
sooner the basis of this teaching 
could be established, the greater 
would be the chances of recruit- 
ing satisfactory personnel. 


F. P. Bishop 


How They Attract High Calibre 
Recruits In The U.S. 


Frederic R. Gamble discussed 
the problem of recruitment for 
advertising in the United States. 

He said they were talking abont 
building for the future. But the 
results of their work would prob- 
ably not begin to be apparent 
until ten or twenty years from 
now. 

“Essentially,” he continued, 
“we are trying to make sure that 
the advertising business will con- 
tinue to be staffed in the future 
by high-calibre people, also to 
raise still further the calibre of 
advertising people as much as we 
are able. 

“In doing so, we believe we are 
making a major contribution to 
the welfare of advertising in 
general and to the continued 
improvement of advertising 
agencies in particular. 

“We have two main things in 
mind in making this effort to 
improve our recruitment of 
people for advertising. The first 
of these is that we believe adver- 
tising is an important part of the 
modern business structure. 

“I believe it would be true to 
say that the vast majority of 
enlightened business leaders in 
the United States see successful 
distribution as the key to a pros- 
perous peace-time economy and 


to the high level of peacetime 
employment all desire. 

“We believe the responsibility 
falls on the dynamic activities in 
distribution — those business 
activities employed by manufac- 
turers, selling agents, wholesalers, 
retailers and service agents, which 
stimulate buyers to buy. 

“There are only four of these 
dynamic activities: Personal sell- 
ing, display, sales promotion, 
advertising. Of these, advertising 
is the counterpart in distribution 
of the machine in production. 

“By use of machines, our pro- 
duction of goods and services has 
been multiplied. Advertising 
multiplies selling messages and 
appeals. Hence advertising has 
the greatest opportunity and the 
greatest responsibility for moving 
goods fast enough and in large 
enough quantities to keep our 
factories running. 

“Feeling that way about adver- 
tising was one of the reasons that 
led us to develop a plan for try- 
ing to attract, if possible, still 
higher-calibre young people to 
the advertising business.” 

It was for this reason, said Mr. 
Gamble, that training and careful 
recruitment had been developed 
in the United States. 
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Well deserved security 


59 Deanswood Drive, Moortown West, Leeds, is a modern council house. In it live Harry and 


Elsie Herbert and their son Thomas. The Herberts are a charming couple, friendly ard unpreten- 


: : . 
Met. | “a eRe eed Se 


tious. In 34 years of married life they have known their ups and downs, but today they enjoy a 
well deserved security and the combined incomes of Harry, who is a plasterer and Thomas, a 
printer, allow them many of life’s little luxuries. 

The Sunday Pictorial with its average net sale of 5,165,253, covers a tremendous cross-section of 


Britain and goes into the homes of all classes on the best advertising day of the week. Among 


the Sunday Pictorial families, therefore, are many who, like the Herberts, have earned security by 


thrift and industry. 


PR Se Ne 
~ ‘ 


The Sunday Pictorial’s space rate is very economical, too, its square inch per thousand rate of 
.69d being only 7.8% above 1939. 


Sunday Pictorial 
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World Can Be Sold’ On Principles 


Jury 12, 


1951 


Of A Free, Dynamic Society 


HE belief that the peoples of the world can be “sold” 
through advertising on the principles of a free, dynamic 
society, and that such a society can be realised in the foresee- 
able future, was expressed this morning by Samuel C. Gale, past 


chairman, The Advertising 
Council Inc., and vice-presi- 
dent, General Mills Inc., U.S.A. 

He said that to a unique 
extent advertising requires a free 
dynamic society. It must have 
the freest economy in order to 
make its maximum contributions, 
and it must have a dynamic 
economy if it is to grow and 
develop its great potentials. 

He continued: “Behind the 
political, military and economic 
realities which confront us to- 
day, there is growing assurance in 
many minds that the ultimate 
solution of our problems must be 
won in the hearts and minds of 
men and women everywhere. 
The ultimate victory will be won 
in the enlightened self-interest of 
_ the people rooted in enduring 

moral values. As we can prove 
that a free society can best serve 
this enlightened self-interest and 
maintain and strengthen these 
moral values, the victory will be 
won. 

“The power of persuasion and 
reiteration which advertising 
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possesses, and the accelerating 
development of effective means 
of mass communication give 

to advertising and advertisers 
an opportunity unparalleled in 
history.” 

To achieve and maintain a free 
society there must be ever-pre- 
sent the goal of a constantly in- 
creasing standard of living, with 
greater opportunity for all people 
in each succeeding generation. 
There must also be a willingness 
and determination on the part of 
citizens voluntarily to make their 
contributions to this end. World 
War Il gave advertisers in 
America an opportunity to de- 
monstrate this in action. 

The War Advertising Council, 
as it was called during its first 
years of existence, was organised 
with offices in New York and 
Washington, with a board of 
directors chosen from advertising 
media, agencies and advertisers, 
and a staff of able, devoted 
people. Working closely with 
the respbnsible branches of 
Government, and supported 
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generally by business, 
and advertising 
branches, 

campaigns. 

Its supporters gave space, 
time, materials and services in 
excess of one billion dollars to 
carry on this programme. Mes- 
sages were carried in newspapers, 
magazines, on outdoor and tran- 
sportation displays, via radio, and 
in printed literature of all types, 
in the interests of enlistment in 
the services, the donation of 
blood, the purchase of war 
bonds, _ sal- 
vage of? 
many scarce 
commodi- 
ties, and 145 
other causes. 
Never _ be- 
fore in the 
history of 
the country 
had mass 
comm uni- 
cation been 
Vo | untarily 
made avail- 
able and 
effectively 
organised on 
such a gigantic scale. 

There were doubts as to 
whether this type of voluntary 
co-operative effort could be suc- 
cessfully developed in peacetime. 
After many serious discussions, 
the board voted to continue the 
Advertising Council as a means 
of mass communication in the 
field of public service. 


Public Interest ¥ 


No programme which did not 
stem directly from an Act of 
Congress could be undertaken 
by the Council without a three- 
fourths favourable vote. Actu- 
ally, to all intents and purposes, 
all programmes sponsored had 
unanimous Public Policy Com- 
mittee approval. This assured 
that these public service causes 
were not controversial, but were 
accepted by thought leaders of 
the community as being un- 
questionably in the public 
interest. 

As this programme of public 
service advertising had been de- 
veloping on a national scale. 
local groups throughout the 
country had been increasingly 
organising to carry on similar 
programmes in their communi- 
ties. Most of these had been 
sponsored by or affiliated to ad- 
vertising clubs. 

“I do not want to minimise the 
social responsibility of advertis- 
ing in its traditional function as 
a major force in the process of 
distributing goods and services,” 
said Mr. Gale. 

“Advertising must become 
more honest and truthful; more 
informative: it must contribute 
increasingly to raising the stan- 


industry 
in all of its 
it promoted over 150 


Sam Gale 


dard of good taste, and must con- 
tribute helpful service in increas- 
ing measure. But the very call- 
ing of this International Confer- 
ence recognises that the people 
of the world have even broader 
and more vital problems to face. 

“And surely advertising, as the 
voice of business and industry, 
and with the skills and experi- 
ence it has developed, has even 
greater contributions to make. 
It must increasingly reflect the 
developing conscience and sense 
of responsibility of business and 
industry. Business and industry 
have a greater need for the build- 
ing and strengthening of a free 
society than any other segment 
of our population. 


Growing Certainty 


“The free and voluntary con- 
tributions of advertising media, 
advertising people and those who 
use advertising, toward the pro- 
gressive solution of social pro- 
blems can begin in very small 
ways in the local community. 
They can be expanded, as proven 
in America, in the interests of 
broad needs on the national level. 

“There seems to be a growing 
certainty that these same tools 
and techniques can be used in 
an even wider way in inter- 
national communication to peo- 
ples everywhere if we have the 
determination to do so. Certain- 
ly there is no way that the con- 
science and_ responsibility of 
business and industry can be 
better demonstrated to-day. After 
our nine years of experience 
overseas, we feel we have proved 
the fundamental thesis, but that 
the undeveloped potential is still 
enormous. 

“The market is ready. People 
everywhere yearn for a way to 
end destructive war and utilise 
our resources and technology 
for providing a better life. We 
have the added simulus of com- 
petition—ruthless, skilled com- 
petition which will test our 
mettle. 


Tools And Skill 


“We would be boastful and 
foolhardy to hold that advertis- 
ing alone can win the minds and 
hearts of mankind in the idealo- 
gical struggle ahead. But we 
would be equally culpable if we 
did not recognise the tools and 
skills that we have wrought have 
a great potential contribution to 
make. The world to-day is wait- 
ing for the word and the voice 
to deliver it. We have an oppor- 
tunity to make our contribution.” 


Another important speech in 
this session on the social respon- 
sibility of advertising was given 
by Francis Elvinger this morning. 
It is reported on page 86. 
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Tune 


PROVINCIAL RVBNING SALE 


Only one other provincial evening newspaper, South 
of Sheffield, has a larger circulation than the 
Express and Star. 

This indicates the influence of the paper in the 
area it serves —the 800 square miles of the Black 
Country and Shropshire. 

In this compact centre of industrial and agricul- 
tural activity, the Express and Star’s sales are greater 


than any other evening newspaper. For last year 
they exceeded 193,000 copies a day. 

One of the lowest inch rates in the provinces — 
less than 1-86d. per |,000 — makes the prosperous 
Black Country and Shropshire an economical area 
for a test campaign. To any advertiser interested, 
the services of the Express and Star’s retail relations 
department is available. 


EXPRESS s STAR 


HEAD OFFICE 


WOLVERHAMPTON 


IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET, E.C.4. 


TELEPHONE: CENtral 


6820 
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@ this great Cup Final crowd in Toronto, Canada, are 
hundreds of businessmen who would be interested in 
the story of your goods, services, or equipment. 


How can you isolate these men and advertise to 
them? How can you do similar specialized advertising 
to all the other business men you would like to reach 
in the many other prosperous Canadian cities? . . . 


Within the 102 business periodicals in the B.N.A. 
you can find one, or a group, which will give you 
national coverage of any section of business, industry, 
or retailing in Canada. 


Each publication has a strictly audited circulation, 
and can carry your advertising message to exactly the 
men you wish to reach, without waste. These business 
periodicals are the quickest and most economical way 
to make business contacts in the vast distances of 
Canada. 


If you will write to this Association indicating the 
exact section of industry, business, or retailing 
you wish to reach, we will send you immediately 
sample copies, and audited 
circulations of the publications which apply. (Cor- 


respondence by air mail takes only a few days.) 


advertising rates, 


The emblem that 
identifies business 
papers of character 


BUSINESS NEWSPAPERS ASSOCIATION 


CANADA 
WELLINGTON STREET WEST. 


137 TORONTO 


! 
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Social responsibilities 


Scheme For Defence 
Of Free Enterprise 


N a challenging speech to-day 
[ crhursday , Francis Elvinger, 
technical adviser, International 
Chamber of Commerce Inter- 
national Commission, and presi- 
dent, Publicite Elvinger S.A., 
Paris, said basic principles re- 
flecting creed and ideals in 
respect of the social responsi- 
bility of advertising must be 
laid down. 

“In a spirit of enlightened self- 
interest,” he said, “advertising 
has to develop a new sense of 
social responsibility and has to 
adopt a public-minded attitude. 
It should take into account the 
interests and desires of the con- 
sumer. It should strive to prove 
its social usefulness.” 

Advertising’s first responsibility 
was to prove its technique. The 
result would be the promotion of 
efficiency in the distribution sys- 
tem the purpose of which was to 
provide the consumer with goods 
and services at the lowest price. 
In this way it could contribute 
to demand, production and ulti- 
mately the standard of living on 
a high level. 

Mr. Elvinger went on: “Jt is 
essential that in all advertising 
activities the moral and ethical 
sentiments of the consumer are 
not violated. Flagrant abuses, 
apart from impairing the public's 
respect and confidence in adver- 
tising, would bring about a con- 
sumer revolt and cause the 
community to step in and to edict 
indiscriminate repressive blanket 
legislation on advertising, or even 
cause irreparable damage to our 
free enterprise system.” 


Code Of Standards 


The International Chamber of 
Commerce had drawn up a code 
of standards of advertising prac- 
tice outlawing moral malpractices 
such as dishonest, false, mislead- 
ing and exaggerated advertise- 
ments, as well as advertisements 
bringing advertising into con- 
tempt and disrepute. It had also 
set up an International Council 
on Advertising to administer the 
code. 

The observance of this code 
should be advocated as a mini- 
mum requirement in al! countries. 
Furthermore, all national adver- 
tising associations should 
reinforce this stfucture of self- 
regulation by superimposing on 
the LC.C. code such national 
codes as the more exacting 
ethical level of advertising in 
their respective countries might 
require. Voluntary regulation 
should always be set up in order 
to make legal regulation unneces- 
sary. 

Periodical public-attitude sur- 
veys should be carried out to 
ascertain the public reaction to 
advertising. 


Advertisers should develop a 
change of heart towards the con- 
sumer and give due consideration 
to his desires and interests. They 
should develop a greater spirit 
of social usefulness and en- 
deavour to help and serve the 
consumer. 


Enlightenment 

Mr. Elvinger submitted this 
“statement of socially good adver- 
tising for the enlightenment of the 
advertising community and as a 
guide in their attitude towards 
consumer interest in advertising.” 

1. Socially good advertising 
should be informative. Adver- 
tising, without giving up legiti- 
mate_ selling and _ influencing, 
should provide the consumer 
with comprehensive and useful 
facts on the goods sold and their 
uses. It should seek sincerely to 
help the consumer to buy with 
discrimination and to use effec- 
tively the goods bought. 

2. Socially good advertising 
should avoid bad taste in copy, 
illustration and radio pro- 
grammes. It has the responsi- 
bility of raising its artistic 
standards and thus making a con- 
tribution to public taste. 

3. Socially good advertising 
should avoid all practices that 
are irritating or offensive to the 
consumer. It should especially 
reduce to the utmost the nuisance 
effects of certain media and of 
certain forms of obnoxious, ob- 
trusive and repetitious obsession 
advertising which attack the 
dignity of the audience and try its 
patience. It should also refrain 
from using sensational and 
pseudo-scientific appeals or 
appeals to base instincts and 
emotions. 

4. Socially good advertising 
should refrain from using high 
pressure sales promotion methods. 
It should also refrain from 
promoting harmful consumption 
and inducing the purchase of 
injurious, harmful, worthless, use- 
less and otherwise undesirable 
articles. 

Mr. Elvinger continued: 
“Advertising—the articulate voice 
of business—can help to build 
public welfare as capably as it 
sells goods in using the same 
effective, interpretative methods 
of presentation as those used in 
selling products. Advertising is 
the possessor of facilities and 
techniques that make it one of the 
most effective means of inform- 
ing and influencing people that 
the world has known. 

“In putting these facilities and 
techniques at the disposal of pub- 
lic-service projects, advertising 
has another way of proving its 
social usefulness. By the same 
token, advertising will find out 
that its spirit of good citizenship 


@ Continued on page 94 
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The Case of the Air-conditioned Spider 


** Spiders breath air so it is natchural they live on hedges 
ceelings etc. But the water-spider thinks under water is 
very nice, so peeceful. But there is no air. So he brings 
bits of air down from up and puts them under his web 
which is a web but is a nest. A person cannot do this but 
a water-spider can. A water-spider eats water insecks 
and also land insecks.” 

** Curious how Jones’s essay makes me think of The 
Countryman,” remarked the headmaster. “‘‘ Bits of 


air ’—air of the countryside itself—preserved between 


covers without losing its breathability . . . and its 
readers might well be described as ‘ water insecks and 
also land insecks ’"—indeed as ‘ town insecks’ and 
‘ country insecks ’ and insecks in the farthest corners 
of the globe . . . discriminating insecks they are, 


too. 


67,000 discriminating insecks subscribe to 
The Countryman. A cautious survey indicates ten 
times this figure in actual readers. 


The Countryman 


Now in its twenty-fourth year, ‘ The Countryman” is selling over 67,000 copies per issue and the subscriber-demand steadily increases. 
There is scarcely a human need that cannot be successfully made known to discriminating people through its advertisement pages. 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNTRYMAN'’, 10 BOUVERIE STREET, E.C.4. TELEPHONE : CENTRAL 9161 
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DURHAM AND 
NORTH RIDING 


BUY | cause 


@ Few districts in England 
are so rich in agriculture 
and industrial development. 
This area has both. There 
are 15,000 men producing 
food from the land. 


@ In industr, 118,988 men 
are fully employed in the 
mines in the Durham coal- 
field, and earning good 
money for their work. 


@ 38,151 people are building 
ships for the navy, the 
Merchant Service, and for 
countries all over the world 
—all well-paid craftsmen. 


There are many 1.C.1. and 
other chemical works in 
this region employing 21,083 
men and women. 


if you want to sell your goods to Durham and North Riding 


Advertise in 


DARLINGTON AND 
STOCKTON TIMES 


NET SALE 36,856 ABC 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 
167-170 FLEET STREET, LONDON, £.C.4 TEL: CENTRAL 3265 
leeds Office 
RUSSELL CHAMBERS, MERRION STREET, 
LEEDS 2 Tel: LEEDS 24998 


© 


Manchester Office 
MIDLAND BANK HOUSE, 26, CROSS STREET, 
MANCHESTER 2. Tel: BLACKFRIARS 3930. 
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Information Services The 


Key To The East 


(HE part advertising can play in raising standards of living 
in under-developed areas was described on Tuesday by 
A. M. Patel, managing director, Everest Advertising Ltd., 


Bombay. 

He said the two major func- 
tions of advertising are: to help 
sell goods and services and to 
spread information about any- 
thing that serves or benefits 
humanity. 

“] think I should give priority 
to the latter function of adver- 
tising in its broad and humani- 
tarian aspect,” he continued, 
“because I feel that it is this 
function that is going to help 
most the under-developed areas 
directly.” 

What part had advertising 
played in helping to raise stan- 
dards in these under-developed 
areas? What was the potential 
power of advertising in this 
direction? He would put the 
matter impartially and dispas- 
sionately. The contribution to- 
wards raising standards in these 
areas had not been outstanding 
so far. But, the possibilities 
were there: only the right 
approach was needed. 

Modern living had to be ex- 
plained; the ordinary man had to 
be shown how others in more 
civilised countries were achieving 
better living standards. 

It might appear paradoxical to 
suggest that advertising could 
raise standards among people 
who did not appear to have the 
means to buy advertised goods 
and services. “But.” said Mr. 
Patel, “let me explain how ad- 
vertising actually helps to raise 
incomes and thereby brings ad- 
vertised goods Within reach of 
the people in the  under- 
developed areas. 

“Consistent advertising of 
goods hitherto used only in the 
advanced countries creates in our 
people a desire to have the better 
things in life. This desire be- 
comes the motivating force 
which leads them to seek ways 
and means of increasing their 
incomes.” 

He continued: “To survey the 
various ways in which advertising 
has helped to raise standards in 
my part of the world, let me take 
the broad classifications of adver- 
tised goods and services and ex- 
plain my point. 

“Machinery—Advertising of 
mechanical farming implements 
has prompted a few agricul- 
turists in India to adopt this time- 
saving method instead of manual 
labour which is daily demanding 
higher wages. 

“Pharmaceuticals Consider 
some typical advertised products 
like aspirin, quinine, penicillin 
and antiseptics, and you know 
what part they have played in 
relieving human suffering. 

“Food Products— Advertising 
of food products usually talks 
about hygienic methods of pro- 
duction, nutrition values and 


vitamins; and such advertising 
makes people germ-conscious 
and thereby inculcates in them 
better habits of eating. 

“Luxury Goods—Such goods 
are often considered ‘unneces- 
sary,’ yet consistent advertising 
converts them into necessities. 

“Cosmetics—W hatever may 
have been said for or against 
cosmetics, the fact remains that 


— - 


Patel looks into the future. 


advertising of soaps, skin creams, 
and hair tonics, has made people 
in these areas give more atten- 
tion to bodily care and beauty.” 

It had been suggested that 
Press advertising was unable to 
reach the really under-developed 
parts of the East because people 
in those parts could not read, 
but that was not the case to-day. 
Illiterate populations could 
understand audible advertising 
brought to them with the help of 
mobile propaganda vans and 
commercial radio. 

There was another kind of 
advertising, popularly known as 
“information services.” All pro- 
gressive governments had such 
services to tell foreign nations 
the fundamentals of home econo- 
my, the life and culture of the 
people, and the pattern of pro- 
gress. 

“There is one word of caution 
I should utter to all those want- 
ing to do large-scale advertising 
of commercial goods,” said Mr. 
Patel. 

“Let me make it abundantly 
clear that the finest foreign ad- 
vertising can be a_ miserable 
failure in India because of the 
fundamentally different modes, 
habits, thoughts and life of 
people in these countries. It calls 
for a deep study of these factors 
and long association with these 
peoples to be able to plan suc- 
cessful advertising which would 
appeal to them. It would be the 
easiest thing on earth to waste 
advertising money in these coun- 
tries by adopting Western adver- 
tising for Eastern release.” 


oo) 3.8 ba Fe . I) ee oe A NR ise! a+ 2 la hs en ce 2 3 era va. ae 
é : 5 4 4 . ] oe we a. 
SE iil eeeceemenmeennemeemameneneent ae: es 4 
. PC §$ Fe ii 
e le ee Se a Se " 
| ee \ : 
| a 3 
: zi! 
’ e 
“4 a ; 
i | 
bye t 
& 
: 
a = Ce eee f a. —_ 
A be es Cee tee : 
. Mae a ‘ 
a ‘ , uN ‘> %, ae 
v 7 3 * k 
} ) | cE -. ; 
( =P | —~ , 
cay | >) 
; ~ <i Say 
= 2 , eae . My yy 
3 ae : 4 ; 
oh 
J Red ie ' ; 
: cy Se | 
aH it | 
J hs 
met _ cor "a 
| . Se eee 
mat 
hes nie) } 
, . p, A cy 
it SOc 
a Ch a yk i | 
ee ‘ : 
ki soe a 
vie 
a Po : 
Bert: 
eoad 
a 
ia 
eo . : 
a ee . 
og : 
aN : 
- ee 
a | 
=e ‘ 
te is ‘ 
i ee] at 


JuLy 12, 1951 


ADVERTISER'S WEEKLY 


“Important despatches are expected from Gibraltar 
when the wind changes” 
That sentence was published in the Morning Post 160 years ago. 


NOWADAYS it is difficult to realise that 
newspaper readers could be so patient. 
The almost instantaneous transmis- 
sion of news is taken for granted. 
But speed is not everything. Ac- 
curacy is still more important. And 
there is a third necessity for which 


a responsible newspaper must cater. 
Particularly when in world affairs 
the winds are constantly changing, 
men and women require sound 
comment and reliable interpretation 
of the news. It is the balancing of 


these three factors which has made 


Che Daily Telegraph 
the paper people trust 
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29 vears—a story of 


DAILY EXPRESS SUNDAY EXPRESS 


AVERAGE ADVERTISEMENT AVERAGE ADVERTISEMENT 
NET SALE REVENUE NET SALE REVENUE 


925,266 £ 920,259 411,659 £ 148,518 
1,076,120 1,196,957 507,430 180,688 
1,384,318 1,652,426 637,492 246,700 
1,590,339 1,933,479 821,758 286,453 
1,693,062 1,858,966 $26,738 301,632 
1,665,582 1,641,943 1,006,753 291,945 
1,672,484 1,647,534 1,065,910 298,943 
1,828,532 1,709,003 1,079,033 340,355 
1,749,583 | 1,803,826 1,108,050 382,756 
1,872,606 1,839,919 1,190,855 436,484 
2,091,238 1,937,579 1,278,093 449,097 
2,329,900 . 2,073,121 1,338,403 453,349 
2,466,323 2,110,548 1,400,385 451,198 
2,546,567 1,697,442 1,498,372 379,845 
2,586,722 1,038,466 1,554,916 229,155 
2,633,432 651,386 1,676,463 174,955 
2,586,037 415,926 1,638,900 97,240 
2,604,299 355,462 1,686,951 91,624 
2,977,261 383,932 1,936,212 105,994 
3,239,021 382,764 2,114,094 99,837 
3,544,707 592,380 2,334,141 145,643 
3,805,288 914,826 2,437,388 234,725 
3,848,885 956,623 2,572,749 222,558 
4,063,535 1,721,875 2,735,071 407,686 


4,168,658 2,216,808 3,205,340 497,498 
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’ 


Evening Standard 


AVERAGE ADVERTISEMENT 
NET SALE REVENUE 


Cireulation Bonus 


314,633 £512,793 


335,941 634,973 
379,848 708,377 It is unusual for British publishers to give details 


363,401 740,407 of their advertisement revenue. We are glad to 


presen 107,108 print these figures as a kind of “ rendering-of- 
366,16! 656,201 
367.212 656.460 account ” to the advertisers whose expenditure 


373,753 695,893 has been used in building up these three great 
380,024 738,768 hewspapers. 


389,594 108,107 The circulations show extraordinarily consistent 
405,504 756,253 


388,040 793,525 progress. Year after year throughout this eventful 
388,381 696,112 period, with rarely a check, these papers have 


382,238 548,610 increased their sales. Growth since the war has 
401,008 347,654 


461,107 360,945 oom abating, 
483,273 339,089 This is another way of saying how consistently our 


521,120 350,397 advertisers, too, have profited from their 


599,340 333,118 , “ 
656,422 348,723 investment— obtaining, year after year, more 


717,634 489,985 circulation than they had counted on. 


763,440 681,367 In advertising, as in other fields, it is good business 
781,141 742,854 
839,998 1,104,484 


866,541 | 1,199,752 


THE EXPRESS GROUP 


to buyin a rising market. 


Founder Member, Audit Bureau of Circulations 
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Limelight on the agencies 


Hubert A. Oughton, president, 

Institute of Incorporated Prac- 
titioners in Advertising and chair- 
man, W. S. Crawford Ltd., 
speaking on “The educational 
responsibilities of the agency” 
at yesterday's (Wednesday) ses- 
sion organised by the Institute, 
said, advertising had an immense 
influence on the ways and habits 
of the people. Much advertising 
was, of an_ exclusively and 
intentionally educational charac- 
ter. National Savings, Road 
Safety, Diphtheria Immunisation 
and many other Government 
campaigns were pure examples 
of “systematic instruction” while 
the advertising of many great 
commercial undertakings such as 
the insurance industry, Imperial 
Chemicals, Courtaulds and others, 
‘was largely educational in 
substance. 
- Again, in the spheres of health 
and hygiene and nutrition, of the 
kitchen and the nursery, advertis- 
ing of a purely commercial nature 
performed outstandingly the role 
of the Great Educator. 

There was even an element of 
‘education in the advertising of 
such material things as auto- 
mobiles, women’s fashions and 
cosmetics, foreign travel. 

He thought that more influence 
should be brought to bear on 


relieving agency clients by educat- 
ing the seller to take fuller advan- 
tage of advertising’s aid to 
economical and efficient distribu- 
tion of goods and services. 

Advertising in its capacity of 
stimulating keen competition, en- 
sured not only competitive prices 
—but competitive quality. The 
agency could turn down inferior 
products and refuse to advertise 
them. “I have known cases of 
this to happen,” said Mr. 
Oughton. 

“Whatever credit we may claim 
for helping to shape people's 
ways and habits, we must con- 
tinue to strive and fight that all 
that shaping is to the good. 
Advertising, like propaganda, can 
educate for good or bad. And 
there are still bad patches in the 
advertising columns of the papers 
and on the hoardings. 


“There is still too much adver- 
tising that plays on fear and 
anxiety and ignorance, that over- 
claims or distorts, that makes 
undue use of sex—that, in short, 
encourages wrong habits and 
tastes. There is not so much of 
it to-day—thanks to the strong 
social sense\and the high code of 
ethics followed by most agencies. 
But to keep watch and ward 
against it, is certainly ‘a respon- 


‘Keep Watch On Advertising That 
Plays On Ignorance And Fear’ 


sibility of the advertising agency 
in a free world’.” 

A second educational influence 
of advertising had not been 
sufficiently stressed. This might 
be called “the raising of the 
public’s esthetic standards of 
judgment,” or more simply “the 
education of the eye.” 

He instanced enormous 
advances in typography, in com- 
mercial art and in display. The 
public eye had been trained to 
appreciate and demand the fresh, 
simple, dramatic, idea-full 
presentation. 

“All this again imposes a 
definite responsibility,” he con- 
tinued. “If, subtly but certainly, 
advertising tends to mould public 
taste, then advertising has an 
appearance to keep up. Unfor- 
tunately, there is still much crude 
and ugly advertising about. This 
must be discouraged. We must 
see that the quality and vitality of 
advertising are maintained on a 
high-level—through the training 
to highest technical and cultural 
levels of the men and women who 
enter the profession.” 

The third and perhaps the most 
important of the educational tasks 
of advertising was raising the 
standard of education within the 
profession. 

Two bodies mainly responsible 
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Hubert A. Oughton— 
a recent camera study. 


for this expert training in Britain 
were the Advertising Association 
and the Institute of Incorporated 
Practitioners in Advertising. He 
detailed their schemes, and their 
achievements to support his sub- 
mission that the agency’s social 
responsibilities had not been 
neglected. 

“Indeed, every member of the 
profession owes a deep debt of 
gratitude to the founders and 
honorary officials of the Associa- 
tion and the Institute and other 
organisations. They have worked 
untiringly for the good of adver- 
tising.” Mr. Oughton added: 

“Yer their work, and that of 
their successors, must continue. 
The place of advertising is grow- 
ing, not lessening, in the free 
world.” 


in the business of the conference, and hope 


e 

On behalf of our many advertising friends and associates in all parts of the world, 
a 

we extend a warm welcome to all delegates to the International Advertising Conference. 


We hope they will enjoy success in the important tasks that lie before them 


will be a pleasant 


\o@ their stay in this country 
ee 


and memorable one. 
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MIDLAND. 
APPRENTICESHIP 


ter eee 0 ae 


oleh aa 


Do not imagine that all readers of “The Birmingham 

Post” are captains of industry and city councillors. The 

paper is read by the electors as well as the elect. “What great ones do,” 
wrote the most famous Midlander of them all, “the less will prattle of.” 
Many a junior clerk has borrowed his principal’s “Post” at lunch time, 
and later has become a regular reader at his own expense. The paper 
is read with P rpose by many younger people serving their “apprentice- 
ship” in al! ‘classes of Midland industry and commerce. “The 
Birmingham Post” provides a valuable medium through which these 
potential leaders of tomorrow can be approached. 


*% Diagram based on population of selected 


Midlands town taken at last census 


Birmingham approximately one million 


To Cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW S ET, BIRMINGHAM 2 London Office : 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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Limelight on the agencies 


Triple Aim—Beauty, Law 
And Consideration 


Goran Tamm, member of the 
board of directors, Swedish 
Advertising Association, and 
director A-B Svenska Telegram- 
byran, speaking on the cultural 
responsibilities of the advertising 
agency asked: “What can we 
do to live up to a standard 
that maintains our sense of 
beauty, our respect for law, and 
our consideration for men?” _ 

He suggested: The advertising 
executive, advertising artist and 
copywriter must develop more 
sense for beauty. 

The treatment of language 
or languages could be greatly 
improved not only by studying 
the art of making a good adver- 
tising text but also by reading in 
general and by reading classics 
in particular. 

One of the responsibilities of 


_ the agencies was to provide in 


their libraries a number of books 
chosen particularly for their value 
in containing good and expres- 
sive language. 

Advertising agencies should 
encourage more exchange of 
personnel on a working basis 
exchange of jobs for a longer or 
shorter time, 

The respect for written law and 
rules for general behaviour 
accepted. by the Western free 


world must be closely adhered to. 

Designs, layouts etc., must have 
their own value—nothing must 
be borrowed from competitors or 
colleagues. Trade-names, for 
instance, must be designed in a 
manner that excluded all resem- 
blance to other brands. Pictures 
in artwork must avoid everything 
that might encourage disregard 
for written or accepted law. 
Respect for law, of course, in- 
cluded respect for the rales for 
truth in advertising compiled by 
The International Chamber of 
Commerce. 

“Through truth, information, 
testing and education I firmly 
believe it possible to contribute 
to better consideration for man, 
his needs, his free choice and his 
integrity in general. 

“Culture cannot exist without 
constant devotion to development 
of high principles in everyday 
work, nor can culture exist with- 
out free travel of thoughts and 
persons. Culture is universal in a 
free world. 

“The advertising agencies work- 
ing on mainly the same principles 
all over the world, often market- 
ing goods and ideas over one or 
several cqntinents, have great 
influence on hundreds of millions 
of people.” 
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@ Continued from page 86 


ELVINGER’S CALL TO ARMS 


and its devotion to the public 
welfare will foster public good- 
will, and that serving public 
jnterest Means serving long-range 
self-interests. 

“Following the example of the 
American Advertising Council, 
the advertising profession should 
set up in each country an organ- 
isation selecting public welfare 
projects to be advertised, such as 
health, nutrition, safety and 
education campaigns, establishing 
policies and plans, suggesting 
themes, approaches, and sample 
advertisements and acting as 
originator, stimulator and co- 
ordinator of all efforts involved. 
All advertising interests in every 
country (advertisers, publishers, 
radio stations, other media and 
agencies) should contribute 
money and free space, time and 
talent for the promotion of these 
campaigns.” 

Advertising, said Mr. Elvinger. 
could also demonstrate its social 
usefulness by helping to promote 
campaigns for the preservation of 
the free enterprise system. It had 
a direct interest in this promotion 
inasmuch as it was part and 
parcel of the private enterprise 
system with which it would stand 
or fall. 

Advertising circles in all 
countries (advertisers, publishers, 
radio stations, other media, 
agencies) should contribute 


money, free space, time and 
talent for the promotion of cam- 
paigns for the free enterprise 
system, run under the signature 
of the associations and under the 
names of individual advertisers. 

Organised advertising in all 
countries should lend a helping 
hand in propagating whatever 
policy and action government, 
public bodies and business com- 
munities might evolve to maintain 
the atmosphere of courage and 
optimism necessary to preserve 
the spirit of enterprise. 

It should also be instrumental 
in promoting campaigns explain- 
ing the mechanism and the com- 
plications of the present distribut- 
ing system, the reasons for its 
high cost and its achievements. 
It should also promote campaigns 
in favour 
of adver- 
tising, itself 
refuting the 
m isu n der- 
Standings 
of its de- 
tractors and 
illustrat in g 
the econo- 
mic and 
social advan- 
tages which 
the _ public 


Francis Elvinger 


its operation. 


Halo Shampoo 

Peo Detergent 

Toni Home Permanent 
Hoover Ltd. 
Linguaphone 

Kotex 

Kleenex 

Brevitt Shoes 

Revlon Nail Polish 
Seagers Dry Gin 
White Horse Whisky 
Carter's Liver Pills 
——| + Wyler’s Chicken Soup 
Stopcold 

Artois Breweries 
OG... « 


Some clients served 
Colgate-Palmolive group 


ae appreciate the c 
Bodden & Dechy 


magazine and are there’ 
efficient media available 


If you have the Belgian Mar 

just contact us. If your account is a 

non-competitive one with our existing’ > 

Clients, our 148 Executives and trained 
staff will give you a hand! 


gues 
_ s\and hy [their clients 
i¢h they sa obtain. 
epresent any newspaper or 


ooge freely the most 
mind the profitable 


Advertising 


WINNER OF THE B.D.M.4.A. AWARD 1950/51 
65-67, Rue du Lombard - Brussels-Belgium - Tel.: 12.99.10 
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TWO SHILLINGS 


It’s not only the cover, but the contents 
that give Britannia and Eve hundreds of 
thousands of readers each month. So, to 
those “client and agency” men who 
start now to plan for the coming autumn 
and 1952 we would say: BESURE TO 

SCHEDULE BRITANNIA AND EVE. 


You will be in the company of hundreds 
of Britain’s shrewdest advertisers .. . 
willing to pay just a little more for 
something a great deal better—better 
production, better editorial and 
BETTER-CLASS READERS. Send 
for a copy and see for yourself. 


J. E. POULTON, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. TEMple Bar 5444 
MANCHESTER OFFICE : 55 Market Street Blackfriars 4409 
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A COMPLETE FACTUAL INFORMATION BOOK STOP 


> 


INFORMATION ADVERTISERS REQUIRE STOP 


PRINCIPALS REQUIRING A COPY OF “SCANNING THE PROVINCES” SHOULD APPLY BY 
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THE PUB, THE CINEMA AND THE FRIED FISH SHOP 


can help each other to sell 


By SCRUTINEER 


There seems no clear pattern of the nation’s Saturday evening movements. Do people eat fish 

and chips first, go to the pictures next and end the evening with a pint of the best? Or do 

they drink before they eat and see before they drink? Or does food make them thirsty and 

the beer invite a comfortable seat? The fish friers want to catch them all ways, and suggest 
a three-way publicity tie-up with the publicans and cinema managers. 


to resist the call which the 
aroma of frying fish and 
chips makes to my inner regions 
after an evening visit to the 


i] FIND it extremely difficult 


cinema or the “local.” But 


then, I have to pass near enough 
to the scent. 

There must be thousands of 
people who never experience that 
sudden whetting of the appetite. 
They are the people Will 
Clemence has in mind in his 
article on advertising in the Fish 
Friers’ Review (June). 

The usual way of putting over 
a message to the cinemagoer is, 
of course, through the agency of 
the screen, but, as Will Clemence 
so rightly points out, that mes- 
sage can easily be swamped by 
other attractions at a time when 
the patrons are more interested 
in entertainment than in food. It 
is after the show that the appetite 
asserts itself. so the idea is a 
rented panel inside the cinema 
foyer which confronts the crowd 
coming out. It could be divided 
into two sections, one advertising 
the fish and chip shop, the other 
pointing the way to the nearest 
place to get a drink. 

Sounds an excellent idea to me, 
especially as the proprietors of 
both establishments in all prob- 
ability exhibit “What's on” cards 
for the cinema. 

For the pub, Will Clemence 
suggests co-operation with the 
licensee, on the lines that “while 
we do not permit the eating of 
fish and chips on these premises, 
we do recommend fish and chips 
at So-and-So’s.” As it has long 
been a custom for numerous pub- 
licans trading near fried fish 
shops to ban them on the pre- 
mises, a dual-purpose notice of 
this kind is less dictatorial] and, 


therefore less likely to upset bar 
customers than “No fish and 
chips to be eaten here.” 

While the landiord’s part of the 
notice would, obviously, have to 
be given prominence, this should 
not prove a great disadvantage 
because there would not normally 
be any cause for hurried reading. 

The big secret behind any ad- 
vertising of this national dish of 
ours is timing. “It would be use- 
less to expect 100 per cent results 
from the breakfast table adver- 
tising of fish and chips,” says 
Will Clemence. I couldn't agree 
more! 

* * * 

HESE days, everyone expects 

a maker’s guarantee with 
watches, clocks, electrical appli- 
ances and most other mechanical 
articles, but there must be few, 
if any, who look for such assur- 
ance when buying clothing, apart, 
of course, ‘from the usual “fully 
shrunk” and “fast-dyed” tabs. It 
will come as a surprise, there- 
fore, to women who wear outsize 
dresses to find a range in which 
each garment is accompanied by 
a guarantee advising them that if 
any fault for which the maker is 
responsible (i.e. in the stitching, 
buttons, belt, seaming, etc.) occurs 
within three months from 
date of purchase, it will be 
repaired, rectified or replaced. 

The manufacturers concerned 
are Norman Linton Ltd. and they 
hope through this scheme to 
demonstrate that they are pre- 
pared to stand firmly behind their 
products and to do their utmost 
to satisfy the customers (Drapers’ 
Record, June 16). They will not 
hold themselves responsible for 
defects through wear and tear or 
faulty materials, and state they 
are confident of being able to 
distinguish between strain caused 


by the customer buying a size 
too small and that due to faulty 
machining. 

The firm hope, also, to dis- 
cover customer-reaction on make 
and fit of the garments as a 
result of the guarantee idea. 

* * 

HAT is described by The 

Ironmonger (May 26) as 
“one last attempt” is being made 
by the National Federation of 
Ironmongers to induce enough 
members to participate in jts gift 
token scheme to make it a 
success. 

The details have been revised 
in the light of experience, and the 
tokens and showcards are being 
re-designed. Window stickers 
advertising the scheme are also 
being provided and, it is hoped, 
there will be handbills as well 
for distribution to the public. 

“But,” comments the paper, 
“the scheme will continue to be 
a failure unless the public is 
assured that any persons to 
whom harcware gift tokens are 
taken will be able to exchange 
them for goods easily and in any 
part of the country. It is merely 
because so few ironmongers have 
sold and ‘honoured’ tokens in 
the past that the scheme has 
become a dead letter.” 

I find it hard to believe that 
it is apathy alone which has so 
far frustrated the many attempts 
to get ironmongers interested in 
the scheme. Gift tokens have 
been an outstanding success in 
the book trade, and they ‘are 
gaining considerable ground in 
the men’s outfitting trade where 
they were recently introduced. 
Surely in a trade like iron- 
mongery, with its most varied 
assortment of “gift” stocks, the 
scope is potentially even greater. 


Latest news is that unless a 


thousand members agree to give 
their support to the scheme it is 
to be abandoned altogether. 

* * * 


IFT” schemes which most 
hardwaremen and grocers, 
alike, would like to see aban- 
doned are those introduced by 
manufacturers involving the free 
issue to the public of coupons 
which entitle them to purchase 
goods, such as soap, from the 
shops at reduced prices. 
According to Mr. Richard 
Sorby, president of the Northern 
Council of the Grocers’ Federa- 
tion (Grocers’ Review, June 5) 
there would be no necessity for 
such schemes if the makers of 
the products in question had con- 
fidence in their goods. He con- 
tends that if they treated the 
grocer fairly and paid him for 
his services there would be no 
need for them to worry. How- 
ever, the back-room boys “with 
their fancy schemes and 
Americanised methods devise 
these campaigns, and the grocer 
has to bear the brunt of them.” 
He said that by all means they 
should continue to stock the lines 
in question, but they should be 
relegated to the appropriate posi- 
tion in the shop so that the 
schemes were given no encourage- 
ment. 
* * ~ 
A PROMOTIONAL idea 
adopted by a retailer in the 
days when soap sales “demanded 
more energy than they do to-day” 
is recalled in an article in the 
May supplement to the Grocer, 
which shows that grocers’ shop 
windows have not always been 
staid and orthodox. This shop- 
keeper had the bright notion of 
placing a tub of foaming suds in 
his window and installing therein 
a small boy, whose unhappy fate 
it was to add to the suds by fre- 
quent latherings of his head, face 
and shoulders! 


EWELLERS from all over the 

world have been discussing 
publicity and propaganda at a 
conference in London (British 
Jeweller, June). A German dele- 
gate put forward the suggestion 
that wide publicity could be 
gained at a very low cost by the 
creation each year by a notable 
goldsmith of a masterpiece to be 
presented to an annually selected 
and really outstanding patron of 
the arts. 


AN AGENCY HANDLING TECHNICAL ADVERTISING EXCLUSIVELY 
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“MENS WEAR“ 
i 


THE WEEKLY TRADE PAPER 
WITH A LARGER NET PAID 
CIRCULATION THAN ANY OTHER 
BRITISH MEN’S WEAR PUBLICATION 


14,750 


PER WEEK 


HEAD OFFICE: 
Kings Bourne House, 229/231 High Holborn, 
London, W.C.1. CHAncery 6291. 


BRANCH OFFICES: 
Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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FOR THE 


magnetic valve co. 
LIMITED 
Through Food Manufacture, 
Gorings Ltd., bring home the 
advantages of Magnetic Valves 
to makers of preserves, pickles, 
milk products, soups, sauces— 
manufacturers who demand 
the best of modern methods to 
control liquids, steam and gases. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 

of current thought 
on building —_ problems 
availability of materials, 
architectural trends, town 
planning and 
housing. 


BUILDING DIGEST 
is another 
publication of the 


TECHNICAL GROUP 


municipal 


MANUPACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUFACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 


Pub, Cinema and Fish Shop—continued 


The suggestion is to be further 
considered. 

tails were given of the 
scheme in operation in Denmark 
whereby manufacturers, whole- 
salers and retailers raise a fund 
of £15,000 per annum for propa- 
ganda in newspaper and 
periodical advertising, films, ex- 
hibitions, etc. Bulk of the money 
comes from a_ surcharge on 
invoices to the retailer with 
equivalent amounts from _ the 
supplier. Jewellers in Sweden, 


Norway and Finland are consider- 
ing adopting the idea. 
* 


AST month I referred to two 
motions which the Council of 


should not refer to dispensing 
services, provided that this shall 
not apply to the exhibition at 
any premises of the description 
“Dispensing Chemist” or to a 
notice stating that dispensing is 
carried on there. Any such 
description or notice should be 
of no greater size than will serve 
to identify the premises as a 
pharmacy’.” 

The voting showed that a sub- 
stantial majority of members 
were against restriction on the use 
of the description “dispensing 
chemist.” 

* * . 
HE following paragraph from 
the first annual report of the 


The Trade Press 
Didn’t Like 
This— 

humorous artist, 
winner? 


uncle of the winner. 


And this is how he rubbed it m: 


Seventeen-year-old art student Gillian Emett, niece of the famous 
won a competition for a trade mark for the 
Tomato and Cucumber Marketing Board. Said one trade paper 
columnist: “How on earth did the judges come to select the 
First reaction was that it was a cross-section of our 
latest tank, or, on second thoughts, part of the gear-casing of the 
train now running at the Festival Gardens, designed by the famous 
I am appalled, incidentally, to learn that the 
publicity agents of the Board were not even asked to judge.” 


sure & CUCU, 
& 


YRKETING BOP 


Jury 12, 1951 


POTTERY 
GAZETTE 


& Glass Trades Review 


FOUNDED 


the Pharmaceutical Society was 
to put to the annual meeting, on 
the subject of advertising. As 
things turned out (Chemist & 
Druggist, May 26), the first reso- 
lution was referred back to the 
Council and the second was with- 
drawn. 


The motion put to the meeting 
read: “That this annual general 
meeting supports the policy ex- 
pressed in the Statement on 
Matters of Professional Conduct 
that dispensing services should 
not be advertised and to remove 
any ambiguity in its wording ap- 
proves the following wording to 
replace the existing wording in 
the statement dealing with the ad- 
vertising of dispensing services: 
‘Advertisements to the public 


National Association of Toy 
Retailers appeared in the June 
issue of Games & Toys. Any 
comment from me would, I feel, 
be superfluous: 

“Our relations with the Press 
are of the best, and a very great 
deal of help has heen given by 
our trade journals. I, seems 
clear, however, tha; much more 
can be done, as the Association 
grows, to bring the work to the 
attention, not only .‘ the trade, 
but also of the pubi Plans for 
an increase in publicity by every 
means will be put into effect in- 
creasingly as the winter season 
approaches, always bearing in 
mind that the present state of 
finances must for the moment 
preclude paid advertising space.” 


By using the advertisin 
columns of THE SYRE 
AND SHIPPING your 
name will be kept in 
front of the leading 
Shipowners, Ship- 
builders, Ship repairers 
Marine Engine 
Builders at home and 
overseas. 


* 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy and rote 
card to: 
SYREN & SHIPPING LTD. 
26-28 Billiter Street, 
London, E.C.3 


Phone: Royal 5322 
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ADVERTISER'S WEEKLY 


What with jets and buzzbombs and 
such like, the world is certainly getting 
smaller; but it is still quite a big place. 
You may fly round the globe in ten days 
but it takes half a lifetime to build up first 
class business connections in one large city. 
And nobody has yet discovered a means 
of being in two places at the same time. 


These are some of the reasons why pub- 
lishers of great newspapers and magazines 
in Stockholm or Ziirich, Havana or Rio, 
find it necessary to have someone in 
London and someone in New York to give 
on-the-spot service to their clients and to 
ensure that their papers are adequately 
presented to new and potential advertisers. 
If these two ‘‘someones’’ are associated 
and are accustomed to working together 


as a team, so much the better. Above all 
they must be alive and they must have the 
confidence of advertisers so that they get to 
know about chickens well before hatching 
time. 

The advertiser and the advertising agent 
expect service from overseas publishers 
just as they do from publishers in their 
own country, with the difference that they 
need more, not less service; for distance 
creates problems for both advertiser and 
publishers. A link is needed. 

This is the link which Powers have 
provided in London and New York for 
twenty-five years. It is a service to pub- 
lishers, a service to advertisers, a service to 
agencies and, we believe, a service to 
international trade. 


__ 


Representatives of the World's great newspapers and magazines. 


JOSHUA B. POWERS LTD - 


NEW YORK: 


14 COCKSPUR STREET, 


LONDON, S.W.1 


345 MADISON AVENUE 
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Advertising Case Histories—12 


Juty 12, 1951 


LAUNCHING CAPITAL EQUIPMENT TO A 
LIMITED 


MARKET 


The compensated boiler feed pump is an expensive piece of capital 
equipment. It was developed to meet a special demand for a 
pump that would stand up to certain standards of heat and it’s 
chief outlet-—probably the only one—is to electric power stations. 
The number of individuals empowered to buy such a pump is, 
therefore, extremely limited. Despite the fact that the pump 


was designed to meet an exist- 
ing demand, the problem of 
making its existence known to 
those few with buying power 
was a knotty one. This is the 
story of how G. F. Lodge, 
publicity manager, Harland 
Engineering Co., tackled it. 


N advertising campaign on 
Awe - designed capital 

equipment occurs periodi- 
cally in the history of all engin- 
eering companies. 

The introduction of such 
plant is news, and editorial 
comment in trade journals will 
be easily obtained. But while 
this is admirable publicity, it 
must be regarded as a beginning 
to stimulate interest in subse- 
quent advertisements and publi- 
cations in which the manufac- 
turer can more forcibly express 
the outstanding features and 
details of his product. 


Information 
For the Campaign 


In explaining the advertising of 
the Harland Compensated Boiler 
Feed Pump, it is necessary first 
to Mention its design and purpose, 
for this is the logical source of 
advertising copy. Lack of such 
information often makes the ad- 
vertising agent’s task very diffi- 
cult. In this case no agent was 
employed, but the company’s 
advertising manager lived 
through the entire development 
process of the product and was 
well informed on every aspect of 
its purpose, design, performance 
and manufacture. 

This product was designed and 
manufactured to overcome some 


..is looked into 


serious difficulties and break 
downs encountered in the early 
power stations put down by the 
Central Electricity Board, follow- 
ing a general revision of the feed 
cycle to keep water temperatures 
in main boiler feed pumps at 
near atmospheric boiling point 
212° F. Electrical authorities and 
consulting engineers realised that 
a boiler feed pump was needed 
to deal with high temperature 
fluids subject to temperature 
changes, and it was for this pur- 
pose that the Harland Compen- 
sated Boiler Feed Pump was de- 
signed. | 

Of course, the present goal was 
reached only after a great deal 
of experiment, and to prove suc- 
cess, the pump was tested under 
conditions believed to be more 
severe than those in power 
station feed-syst@nis. The present 
pump was designed to operate at 
temperatures up to 500° F. and 
tested to demonstrate its suit- 
ability and reliability for working 
at this temperature and for suffer- 
ing rapid temperature changes 
without damage or distress. 

Such a pump has a very narrow 
field of sale. which greatly sim- 
plified market research. Large 
power stations at home and over- 
seas are the only buyers of such 
plant. As British power stations 
all come under the control of a 
single body, the British Electri- 
city Authority, the direction and 
target of our advertising was 
further simplified and clearly con- 
fined to chief generation offices 
and consulting engineers. 

The following procedure which 
was adopted, illustrates the co- 
ordination of Press relations, pub- 
licity and advertising activity, 
necessary to ensure success. 

After the exhaustive tests in the 


THE HARLAND COMPENSATED BOILER 


eee 


HARLAND 
| tnermenmine Company are 


works, invitations were sent out 
to the most influential consulting 
engineers, power station engin- 
eers and editors of leading 
engineering journals, that they 
might witness the first official 
testing of the plant which incor- 
porated the latest design features 
to meet the demand for higher 
temperature / pressure boiler feed- 
ing. The test was carried out in 
the company’s works, where not 
only the potentialities of the 
product were demonstrated to 
the visitors but also the modern 
testing methods, manufacturing 
precision and the capacity of the 
works. The reactions and com- 
ments of these \perienced 
specialised engineers confirmed 
the company’s confidence in the 
product, increased the enthusiasm 


Melin'’s Sgo Mo 


by 8,000,000 families 


The first approach (left): In- 
formation about the pump and 
its application, its advantages, its 
novel features—with an exploded 
drawing to illustrate points made. 
The follow-up (above): Prestige 

building success story, featuring 
a power station that uses the 

pumps. 


of the staff concerned with the 
design and manufacture and gave 
the green light to launch the pre- 
pared campaign. 

Many engineering journals 
published illustrated articles 
describing the test performance. 
A report written by the com- 
pany’s chief designer was cir- 
culated to technical journals, our 
sales engineers, overseas agents 
and industrial power station 
engineers at home and abroad. 

The advertising in trade 
journals was timed to break after 
the official test. The medium 
chosen was engineering journals 
where whole page, two-colour 
advertisements were continued 
throughout the year. 

The initial approach was of 
the informative type—nothing 
clever about the copy, no slogans, 
an industrial advertisement pure 
and simple. This was followed 
by further advertisements, in 
technical journals, featuring 
power stations for which Harland 
Compensated Boiler Feed Pumps 
were ordered. In these the infor- 
mative angle was changed to one 
of prestige, but with similar em- 

(Continued on page 106) 
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links 
you with 


specifie buyers 


Just as a turn of the dial selects for you the 

number you want out of thousands of telephone subscribers, so also does the N.T.P. group of 
publications select for space buyers just those readers whom they want to reach — influential 
trade buyers, who read these well edited, colourful, high-grade journals regularly for information 
and guidance in their trade activities. Trade Press advertising is a vital link in every sales 
campaign—these specialised trade magazines give you full coverage of a selected readership 


at home and in valuable markets in one hundred and twenty-six countries overseas. 
‘ 


%* ADVERTISE IN THE N.T.P. GROUP OF PUBLICATIONS 
TO THOSE WHO BUY 


THE NATIONAL TRADE PRESS LTD. 
(Incorporating Heywood & Company Ltd.) 


For details of space please apply to The Advertisement Director. 
Drury House, Russell Street, London, ‘W.C.2 ‘ Phone TEMple Bar 3422 (17 lines) 
Northern Office : 12 St. Ann’s Square, Manchester. Telephone : Deansgate 3277/9 


FOR OVERSEAS TRADE: Fashions & Fabrics Overseas - Furnishings from Britain + Style for Men Overseas + Survey of the British Textile Industry - 


Survey of the British Furnishing Industry +: Leadership of British Footwear + British Footwear Leathers - Overseas Watchmaker, jeweller & Silversmith. 


FOR HOME TRADE: Fashions & Fabrics - Style for Men . . Furnishing . British Shoeman * Watchmaker, 


Jeweller & Silversmith : The Dyer ° Confectionery News . : Laundry Record : Laundry Journal. 
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Is this your problem? 


. . . to place your clients’ advertising 


where it counts most ? 


If they are producing for the local 


government market, you can relax 


once you have settled the appro- 


priation for 


The Authorised 


incorporating 
Weekly Gazette and Index of 
Official Information, published in 


collaboration with: 


The Ministry of Local Government 


and Planning 


Che Ministry of W orks 


The Home Office 


he Ministry of I 


ducation 


The Ministry of Health 


The Municipal Journal Ltd., 


3/4 Clement's Inn, London, W.C.2, 


Telephone: HOLborn 2827. 
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It All Depends on the 


Advertising Manager 


—says an advertising manager, 


G. S. 


Hirst, of British 


Jeffrey-Diamond Limited 


UCH has been written 
concerning the views of 
technical advertisers and 
technical advertising managers 
towards their advertising agen- 
cies. Indeed, a recent survey 
found that approximately a third 
of the technical advertisers 
questioned were not satisfied 
with the results produced by 
their advertising agencies. 
Judging by comments which 
have since appeared, it would 
seem that the problem can be 
easily solved by increasing the 
service fee to pay for the required 


py’ a series of articles con- 

cluded last month, J. M. 
Williams held, among other 
things, that successful tech- 
nical advertising must be 
conducted by an agency 
which specialises, or has a 
section that specialises, in 
handling technical accounts. 
An alternative system, in 
which the advertising man- 
ager is responsible for 
collecting and interpreting 
technical information, is 
described here. In this 
system, any agent should be 
able to service a technical 

account. 


specialised service which the ad- 
vertising agency is compelled to 
offer to achieve good technical 
advertising, and by dealing 
wholly with agencies specially 
organised for technical advertis- 
ing. 

I cannot agree that these points 
are the essentials. 

Technical advertisement pro- 
duction does not start when the 
advertising manager (or whoever 
may be acting in that capacity) 
passes on his instructions to the 
advertising agency. It starts long 
before that, at the very moment 
the technical designer, chemist, 
or whatever he may be, begins 
to put down development ideas 
on to paper. 

What technical advertising 
agent, no matter how experienced 
or specialised, can switch his 
mind from the latest develop- 
ments in the pneumatic stowing 
ef longwall coal faces, to centri- 
fugal separation in the manufac- 
ture of food products, as quickly 
as he can put down the produc- 
tion file of one of his clients and 
pick up that of another? 


He is a specialist in advertis- 
ing! Then how can he hope to 
have a substantial knowledge of 
each of the 40 or 50 products 
and production methods for 
which his agency caters? This 
question applies whether the ser- 
vice fee be 5 per cent or 50 per 
cent of appropriation. 

Successful technical advertise- 
ments can only be produced by 
operating on a three-point plan 
linking technician, advertising 
manager and agency. The liaison 
of the technician and advertising 
manager is far more important 
than any combination in which 
the agency is employed. By this 
method, successful technical ad- 
vertising can be achieved with 
little, if any, technical knowledge 
on the part of the agency. 

Shame on those who grumble 
at their agencies! Advertising 
agents are not supermen and even 
the very best of them will 
stumble into one of the countless 
technical pitfalls if they are not 
guided along the correct lines. 
The guiding hand must be that of 
the advertising manager. 

Copy, displayed selling points, 
and rough visuals must initially 
be thrashed out between the 
technician and advertising mana- 
ger, polished into something like 
selling material by the advertising 
manager, and only after this has 
been done can they be sent along 
to the advertising agency for 
artists and copywriters to work 
up the presentation. 

Many times, particularly in the 
engineering industry, the product 
to be advertised is an entirely 
new form of machine, unique in 
operation. What knowledge has 
the agency accounts executive got 
above that of the advertising 
manager on the spot, towards the 
marketing of such a product? 
The advertising manager is 
obviously better placed in these 
opening stages and again, once 
the marketing plans have been 
made, the first steps and decisions 
regarding advertisement produc- 
tion must be made by the techni- 
cian/advertising manager liaison, 
and copy and visuals worked out 
before the advertising agency is 
brought fully into the picture. 

In short, therefore, if the ad- 
vertising is to be successful, the 
core of the scheme must be 
handed to the agency on a plate, 
and it is the agency's task to pro- 
duce finished hard-selling adver- 
tisements in line with the display 
and presentation scheme particu- 
lar to the company and its pro- 
ducts. 

The technician’s work is still 
not done, and as the campaign 
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LARGEST DEMOCRACY? 


INDIA ! One in seven of the world’s population goes to make up her many races — now united 
as never before. Under India’s new democratic Constitution, they share equal opportunities ; 
in her bold industrial plans they see the promise of a still more prosperous community. It may not 
be realised how much of India’s needs for her great task of industrialization is being supplied by 
Britain. Over the last three years, her purchases here have averaged about £100 million per year. 
She will need far more — when industrialization brings the inevitably increased demand for 
consumer goods. 

Therefore the far-sighted British advertiser will maintain his position in the key markets of 
India . . . and most of all in the heart of India’s growing industrial power : the ‘ Amrita Area’ 
served by AMRITA BAZAR PATRIKA and JUGANTAR. 


38 MILLIONS 


BOMBay AR 


aa AREA , 4 44% oF INDIA LIVES 
IN THE ‘AMRITA AREA’ 


(Shown in black on this map) 


W. Bengal, Uttar Pradesh (U.P.), Assam, Bihar and 
Orissa, make up India’s major selling area. It has 
the biggest population—the greatest concentration 
of industry including : 
Iron and Steel__.... eos +. 87% 
Jute oa 97.5% 
Engineering (genera & slectrica) 60% 
Paper an - we 81% 


Amvites Bazar = > oan 


(Figures on basis of workers coetiaem 
Here AMRITA BAZAR PATRIKA is the leading 
ra rik rat English Daily. It is published simultaneously from 
both Calcutta and Allahabad and has the largest 
circulation in the Ganges Valley ; it also covers 
East Pakistan. 
Here, too, the leading Indian-language Daily is 
JUGANTAR in Bengali. High circulation and low 
rate per s.c.i. make JUGANTAR your soundest 
medium for reaching over 60 million Bengali- 
speaking people. 


ENGLISH DAILY PUBLISHED SIMULTANEOUSLY AT CALCUTTA AND ALLAHABAD 


JUGANTAR 6 


BENGALI DAILY FROM CALCUTTA 
Free specimen copy and all details from 
LONDON MANAGER : T. PARAMESHWAR, 28 SOUTHAMPTON ST., STRAND, W.C.2. 
TEL.: TEMPLE BAR 5873 
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. \) COMMERCIAL AID PRINTING SERVICE 


|| Offer the complete 

si Varityping Service 
@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith and Rotaprint users. 


@ Lithographic Duplicating. 
@ Photo Litho Printing. 


Equipped to execute all stages of | prepared to undertake any phase 
Vorityper, Lithographic Printing | of the process for firms with their 
and Duplicating, we are, however, | own equipment. 


3 RATHBONE ST., W.I. MUS. 0653, 4103 


with the gteatedt 
of ease - 


AILY AT 2-38 & ansaid 


[7 


* MANCHESTER 2 


MANCHESTER BILLPOSTING CO. 


29 BOOTLE STREET: DEANSGATE 


A reliable medium 
| for 
HOME & EXPORT 
Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tuesdays & Fridays 


Published by 
METAL 
INFORMATION 
BUREAU LTD. 
Birkett House 
27, Albemarle St 
London, W.! 
REG S805 


SPECIMEN COPY & RATE CARD ON REQUEST 


”™~ A live readable technical 
journal with articles of 
real technical -value 


Mechanical World 


AND ENCINEERING RECORD 


READ BY KEEN INFLUENTIAL 
MEN IN A PROSPEROUS MARKET 


EMMOTT 8 co. Be 21 BEDFORD STREET LONDON wW.C.2 
MANCHESTER OF KING STREET WEST MANCHESTER 3 
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It all depends on the ad. manager—continued 


progresses he must guide the ad- 
vertising manager in his decisions 
and selection of further technical 
selling points. In turn, the ad- 
vertising manager must direct the 
advertising into those channels 
which are showing the better 
results. 


Media selection should seldom 
be left solely to the discretion of 
the advertising agency, for again, 
the advertising manager is much 
better placed than the agency in 
this very important task. He 
can, by consulting the company’s 
sales staff and representatives 
(both home and overseas), gain 
valuable information concerning 
media which he and his advertis- 
ing agency can use to advantage. 

Similarly, 
catalogues, 


in the production of 
booklets and folders 


(providing these are not produced 
internally) the same liaison 
should apply, and the copy and 
visuals showing the position of 
illustrations, etc., should be pre- 
pared in good rough form before 
the agency comes into the picture. 

I can see no reason why an 
agency should charge a high ser- 
vice fee to superintend an 
account in which the bulk of the 
work must necessarily be done by 
the advertising manager. 

Secondly, it is not a proved 
fact that an agency which is 
solely technical produces better 
technical advertising than one 
which is half technical, half con- 
sumer. It is the advertising 
manager who carries the respon- 
sibilities and on him alone does 
the form of the effectiveness of 
his advertising depend. 


LAUNCHING CAPITAL GOODS 


(Continued from page 102) 


phasis on the name of the pro- 
duct, plus association with 
modern development and pro- 
gress. 

Producing the descriptive 
brochure demanded careful plan- 
ning. The features to consider 
were the limited circulation, 
highly technical descriptive copy, 
the need for a publication which 
would enable overseas agents to 
understand and explain to their 
clients the principal features of 
the new design, performance and 
duty of the pump. This brochure 
would be the follow-up to the 
publicity testing scheme, the 
editorial coverage, the advertising. 
It was the final means of intro- 
ducing the pump to leading 
buyers and engineers. This pub- 
lication had, therefore, to be 
really attractive and informative. 
An 8-page 3-colour transart sec- 
tion was therefore included, to 
enable readers to strip the pump 


part by part and to understand 
every feature of the construction 
and design. Type facing, colour 
and illustrations were carefully 
chosen to create a combined im- 
pression of efficiency and robust- 
ness of a sound engineering pro- 
duct. The publication was linked 
with the publicity testing scheme 
by the inclusion of a photograph 
of the visiting engineers witness- 
ing the test at the works at Alloa. 

The cost of the entire advertis- 
ing campaign was not carefully 
itemised, but came well within the 
budget figure of £3,000. In a 
period of twelve months orders 
to the value of approximately 
£300,000 were received from 
home and overseas buyers—a 
most encouraging beginning, giv- 
ing proof of the demand for the 
product and indicating in some 
measure the success of the adver- 
tising campaign. 


| 4 A page 


? 


Laff img / 


pump. 


0248 
and bearings 


from the lavish, three- vecliear bent sooduent to introduce the 
This style was used throughout. 
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Where Ambassadors are groomed for success 


CHADWICK-LATZ LIMITED 


DYOTT STREET 


PUBLICITY HOUSE 


Direct Mail’s role is not unlike that of 
the Ambassador. To succeed, its presence 
must be arresting and above reproach— 
its tenor human and convincing. 


We never forget this when creating, 
planning, producing and distributing 
Direct Mail for the Home and Overseas 
markets. 


Perhaps that is why we have been in 
the front rank for half a century, turning 
more prospects into customers for more 
and more clients each year. 


Our booklet, ‘The Direct Approach’, 
will tell you all about us. Send for a 
copy today. 


LONDON W.C.I TEMple Bar 264! 


Hugh Bourne, Managing Director 


U.S.A. FRANCE BELGIUM 


HOLLAND 


SWITZERLAND ITALY 
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Wa WW MODELS give 
” PERFECTION in design and 

“ata | AEROGRAPH 


ata 
| Known the world over as 


LOWER 
_ i 


a Symbol of QUAUTY for 50 years 


, Ask your dealer for full details or write tox 
THE AEROGRAPH CO.LTD. Lower Syvennam. 


LONDON, S.E.26.4w0 AT @/RMINGHAM -8R/8TOL - GLASGOW - MANCHESTER 


ASHTON - UNDER-LYNE _ 


REPORTER 


GROUP OF WEEKLIES. 


13 papers circulating in the rich 
industrial and agricultural territory 
of 


SOUTH EAST LANCASHIRE 

NORTH DERBYSHIRE 

NORTH CHESHIRE 

WEST RIDING OF YORKSHIRE 
— one unbroken area! 


98.424 


NET SALES A.B.C. 


London Office: 
Cc. P. R. Crane, 


Head Office: 
Market Square, 
Ashton-under-L 44/45 Fleet St., E.C.4 
Tel. Ash 1831-2-. Tel. Cen. 6820 
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COMMERCIAL FILMS 


THE DEEP BLUE SEA 


In reviewing this month’s new productions, PAUL NUGAT has been 


able to compare the cinemagazines of two large companies. He 


has 


also seen a new film being shown at the South Bank Telecinema and a 
Metal Box Co. effort on fruit canning. 


OICES Under The Sea” 
fully deserves the honour 
of having been selected for show- 
ing at the Telecinema on the 
South Bank site and inclusion in 
the Festival of Britain film show, 
which is being put on in the New 
York Museum of Modern Arts. 
Made by Concord Films for 
Cable & Wireless Ltd., the film 
tells the story of how a cable ship 
proceeds to repair a_ broken 
submarine cable off Ascension 
Island. The company maintains 
155,000 nautical miles of sub- 
marine cable. This intricate net- 
work is from time to time dis- 
rupted by the action of the sea. 
The film deals with such a case 
history, showing through excel- 
lent photography and a restrained 
commentary, how the “CS. 
Norseman” finds the cable, traces 
the severed portion, marks the 
spot with a buoy whilst it pro- 
ceeds to make a more extensive 
check-up, and finally returns to 
repair it in the race against 
reported stormy weather. 

It is not often in documentary 
films that laymen give such un- 
selfconscious performances as do 
the crew of this ship. Mr. Maurice 
Harvey wrote the script and 
directed its production. 

* * * 


HE Ministry of Food deserves 

praise for suggesting to the 
Metal Box Co., Ltd., that in its 
pamphlet No. 21 lay the basic 
idea for a good film. The Metal 
Box Co. deserve their own round 
of applause for accepting the idea 


and fitting it unostentatiousiy to 
their own commercial interest. 
The marketing of a new can seal- 
ing machine specially adapted for 
home and club use. 

The canning of fruit and vege- 
tables has become a wide-spread 
small-scale domestic industry. All 
through the year, the conscien- 
tious housewife stores her empty 
jars in the pantry and prays for 
a glut of fruit and vegetables. 
The urban housewife must oper- 
ate on a more restricted scale 
than the countrywoman with an 
orchard and market garden at 
the back of her house. The 
second advantage enjoyed by the 
countrywoman is her membership 
of a club, and the greater oppor- 
tunity this gives to owning co- 
operatively a can-sealing machine. 

This film, called “Home Can- 
ning,” is specifically addressed 
to her, takes her through every 
stage of fruit and vegetable 
preservation from grading the 
pickings to the final chinograph 
label, with that ruthless efficiency, 
which is the hall-mark of the 
cookery expert. But as produced 
and dire¢ted by Mr. John Byrd 
in pleasant kodachrome, this 
15-minute demonstration will 
have the desired effect of making 
every housewife believe that she 
can function no less efficiently, 
given the facilities. 

And that, surely, is the purpose 
behind this film! 

* * * 


HE time is not far distant 
when any large industrial 


A shot from the Richard Thomas & Baldwins cinemagazine showing 
apprentices at training. 


enterprise not producing or spon- 
soring an internal cinemagazine 
will be as rare and backward as 
an industry without a Works 
Council. 

Unilever have now got delivery 
of the No. 1 issue of their 
cinemagazine—-future issues are 
intended to be quarterly—and 
among the contents, their audi- 
ence will find some outstanding 
features. The most memorable 
is the item on “Drifting.” a 
fisherman's story, which has been 
done by others before, though 
by none better. There is another 
item on how radio-active material 
from Harwell is mixed with the 
oil and cakes for feeding to hens. 
A third item looks in on the 
rehearsal and broadcast of a 
Luxembourg programme from 
the works’ canteen. 

In addition to this magazine, 
Unilever has sponsored a news- 
reel, which scoops a visit by Field 
Marshal Montgomery to their 
Port Sunlight factory .. . shows 
how Unilever dealt with the de- 
rationing of soap. . . and carries 
a story about experimental cook- 
ery in which one remembers 
more vividly the keenness of the 
administrative staff to appear in 
front of the camera than any 
detail about the cooking. This 
one small blemish apart, Editorial 
Films, under the direction of 
James Mellor, have given 
Unilever a flying start to their 
film career. 


* * * 


ICHARD THOMAS & Bald- 

wins Ltd.'s cinemagazine has 
now reached its 8th issue. Toa 
very marked degree, they have 
made it their policy to put the 
sound track at the disposal of 
their employees in the same way 
that the editor of a house organ 
opens his columns to any worth- 
while staff contributions. 

The balance of items is admir- 
able. The main weakness of the 
work is that it takes for granted 
the enthusiasm of its audience, 
so that the camera is never used 
from unconventional angles. 


* * * 


Cl. are an industrial organis- 

ation of tremendous filmic 
courage. In “Feature Story,” a 
50-minute film produced by O. 
Skilbeck for the Film Producers 
Guild, they almost succeed in 
creating the mental illusion that, 
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if you are one of their 100,000 
employees, it is possible to grasp 
the historical background, the 
scientific research. and the inter- 
change between the eleven divi- 
sions of LC.l. of raw materials 
and finished goods. One of the 
film’s objectives, clearly, is to 
state LC.I.’s case for private 
enterprise. 

The links in the fascinating 
story are woven by a writer and 
photographer, who set out for 
their magazine to do a three part 
serial story on LC.1l. They walk 
the soles of their shoes thin 
collecting material. 

The film is in every respect a 
brilliant accomplishment. Funda- 
mentally, LC.I. is unfilmable. By 
all the rules, one ought to be 
bored. But one never is. 


* * * 


NDUSTRIAL audiences with 

a practical interest in solder- 

ing should find “The Vital Link” 
an absorbing film. 

It is basically a sales promo- 
tion film for H. J. Enthoven & 
Sons Ltd.’s new coloured cored 
Superspeed solder. But as it ad- 
dresses the qualified engineer it 
relies on the factory's purifying 
methods and the rigorous testing 
of materials, which go into the 
production of the solder to do the 
selling. 

The film was produced and 
directed by Stanley Schofield in 
Kodachrome, with commentary 
by Frank Phillips. 


* * * 


‘ie Cosporation of Bristol 
was sufficiently proud of its 
city’s thousand year-old existence 
to commission a film to com- 
memorate its past, its present, and 
its future expectations in this 
year of Festival. 

The film, “Bristol City,” con- 
firms my own impression of the 
capital of the west. To hover 
above the city with the camera- 
man of World Wide Pictures is 
to catch those sudden, surprising 
glimpses of planned beauty, con- 
ceived by the wealthy burghers 
down the ages. 

The film runs for 
minutes. 


* * * 


WO Technicolor advertising 

cartoon films made by Pin- 
schewer Films Ltd., have just 
been shown in London. 

They are “Aid on Wings” for 
the Swiss Red Cross and “Leap 
Over the Alps” for Comascio— 
manufacturers of processed 
cheese. Neither film is quite 
up to the best productions of this 
film company. 

“Aid on Wings” is designed as 
a prelude to the spring and winter 
collection of funds for the Swiss 
Red Cross. 

In both films, the sound record- 
ings are harsh, judged by British 
standards, and there is a rather 
dull sameness in the cartoon 
faces of the Swiss. 


twenty 
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N February 23, 1910, the 

Illustrated Official Journal 

(Patents) carried this little 
paragraph: 

4144, Jjulius eon ay “ 
Gray’s Inn Road, London. 
provements relating toa abe 
of presenting animated adver- 
tisements. 


Mr. Pinschewer went to the 
cinema for the first time in 1910, 
and it was at this first visit that 


Making cartoon advertising films, 
now (above) and in the beginning 
(right). 


he conceived the idea of “making 


40 Years of Ad. Filming 


The Story of Julius Pinschewer 


use of the film for bringing to 
life posters and Branded Trade 
Marks for publicity purposes.” 
Let him take up his own story: 
I began immediately to work 
on the idea which has kept me 
occupied for the last forty years 
without interruption. The diffi- 
culties encountered and the effort 
that had to be employed to intro- 
duce the advertising film to busi- 
ness circles were immense indeed. 
In those days businessmen did 


not consider cinemas as respect- 
able places and for some time 
refused to think of industrial 
advertising in connection with 
the cinema screen. 

For my first venture I em- 
ployed actors. But I soon 
developed a camera technique 
which enabled me to turn the 
actual product that was to be 
advertised into the star per- 
former. 

The first “table trick films” (as 
they then were called, because 
the scene of action was generally 
an ordinary table), left the 
audience gasping with amaze- 
ment. They saw how a cake 
grew rapidly larger under the 
influence of the baking powder 
made by Messrs. X, or how with- 
out any human or mechanical 
assistance a coffee pot poured its 
steaming contents brewed from 
Messrs. B's coffee by itself into 
a cup. 

Not until a few years later did 
the drawn animated film appear 
as the forerunner of the present- 
day fully animated cartoon film. 


When compared with the car- 


‘ toon film teehnique of to-day, the 


methods employed in producing 


Sold to the lady in row ‘G’ 


(and to 15,000,000 
like her) 


Telephone WHitehall 360! (P.B.Ex.) 


ADVERTISER'S WEEKLY 


the first drawn advertising films 
are, of course, very primitive. 
However strange it may sound 
to a cartoon film producer to- 
day, I used to wait in my glass- 
covered studio for nightfall in 
order to begin the long-exposure 
frame-by-frame _photograph- 
ing so that my artificial lighting 
facilities were not influenced 
through daylight. The camera 
and the operator were supported 
by a large wooden scaffold, be- 
neath which, some distance 
behind a table, sat the animator 
who between exposures moved 
by hand the various drawn and 
cut-out parts of the figure on the 
sketched background. 

Soon afterwards a new method 
of animating by set calculated 
time phases and cycles was 
developed in America and later 
in Europe, thus introducing a 
new era in animated films, now 
referred to as cartoon films. 

In many countries the adver- 
tising film has been accepted 
after the fortieth year of its 
existence as one of the foremost 
media for national and_inter- 
national advertising. Its con- 
tinued existence and scope will 
depend on whether the sponsor 
and producer are concerned with 
the artistic developrnent of the 
media as such, so that the 
audience will appreciate the form 
of its presentation and thus en- 
hance in turn the prestige of the 
product being advertised and that 
of the advertiser. 


a 


Through Presburys Films, Filmlets and 
Slides you can keep your sales story in the 
public mind at 3,500 cinemas throughout 
Englani, Scotland and Wales (and that 
means a weekly public of 15,000,000!) 
Covering the cream of the independent cine- 
mas—in many towns the only cinema is a 
“Presbury’”’ cinema—the Presbury Screen 
Advertising Service is indispensable to the 
advertiser who aims at a really widespread 


impact, whether local or national. 


And 


Presburys offer a complete service from 
script to screen, including first-rate produc- 
tion facilities. Put punch in your screen 
publicity—consult PRESBURYS ! 


by a PRESBURY fim 


S. PRESBURY & CO., LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2 
Member of the Association of Specialised Film Producers 
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IN THIS issue I continue 
my representative cross- 
section of the people of 
varied status and many lands 
whom we are glad to have 
with us at the Conference. 


* . * 
HOUSED in a_ million-dollar 
clubhouse in New York is the 
Advertising Club of New York, 
which has a membership of 
2.300 business executives. (In 
this headquarters incidentally, is 
the Thirty Club Room, which 
features the mantlepiece made of 
“blitzed oak” from the Guild- 
hall and the House of Commons). 

The managing director of the 
Advertising Club of New York 
is Charles C. Green, one of 
whose most cherished memories 
is that he escorted the Corona- 
tion Scot over the, States and 
officially named it the “ ‘World's 
Fair Distinguished Guest Train.” 

At the age of 18, Green was 
the youngest drug-store proprie- 
tor in the State of Ohio. Gravi- 
tating into drug and toilet adver- 
tising, he became the national 
advertising manager of the 
Philadelphia North American 
Newspaper. He then moved to 
New York and “headed up” his 
own advertising agency, during 
which time he was elected pre- 
sident of the Advertising Club of 
New York. Two years of that, 
and he was secretary and director 
of promotion to the New York 
World’s Fair, before returning to 


Charles Green 


the Club in his present position. 

A 32nd-degree Mason, Green 
is a member of the publicity 
lodge to which the Club owes its 
inception. 


* * * 


A MEMBER of Phi Delta Theta, 
Phi Beta Kappa, Alpha Delta 
Sigma, and Sigma Delta Chi is 
Frederic R. Gamble. What 
matters more to us on this side 
is that he is the president, 
American Association of Adver- 
tising Agencies; secretary and 
director, Advertising Council; 
director, Advertising Federation 
of America; treasurer and direc- 
tor, Adverlising Research Foun- 


Frederic Gamble 


MESSENGER 


The County Paper of Kent 


HEAD OFFICE: 
MAIDSTONE 


G. E. Bouwmeester 


dation; director, Traffic Audit 
Bureau; and a member of the 
Advertising Advisory Commit- 
tee to the Secretary of Commerce 
—among other things. 

Born in Kewanee, Illinois, in 
1896, Gamble studied at Knox 
College. Then, as a Rhodes 
Scholar, he took his B.A. at 
Oxford in 1922 and his M.A. 
there in 1931. 

During the first world war, he 
commanded an infantry battalion 
in France. 


* * * 


BELGIAN advertising for Oval- 
tine, Scott & Bowne, Westclox, 
Quaker Oats and International 
Laboratories is handled by Publi- 
cerdo, of Brussels, whose 43- 
year-old managing director is 
Willy Smit. 

Smit’s introduction to advertis- 
ing was with Austin Reed in 
London. After studying in the 
Reiman School, Berlin, he was 
for three years with Philips Radio 
at Eindhoven, and then free- 


Janced for another three at the 


Hague. 

He is a director of Dorset, a 
market research organisation in 
Bruss_ls. 


* * * 


AMONG Continental advertising 
men who are well known in this 
country, the name of G. Eric 
Bouwmeester stands high. His 
status is indicated by the fact that 
he is the first president of the 
International Federation of Ad- 
vertising Clubs, which was 
founded in Paris in December 
1949. Also, he has been for three 
years on the executive of the 
Dutch Advertising Association. 
His excellent English is due to 
the fact that he spent 24 years 
here to learn the language; 
Swedish he studied for three years 
in Stockholm. It was in 1911 that 
he broke into advertising, with 
Philips lamp works at Eindhoven. 
For most of his career, however, 
he has been associated with Lever. 
In his 23 years with that organ- 
isation, he has been advertising 
manager with Lever Brothers 
(Holland) Ltd., and then a direc- 
tor of Lintas (Holland) Ltd. Now 
he runs his own business as ad- 
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By CONTACT 


| a 
vertising consultant 
promoter. 

A sports all-rounder, Bouw- 
meester has been a_ football 
referee in Holland and Sweden; 
used to play hockey; and he now 
sails, fishes, plays skittles, bridge, 
and Canasta, and collects stamps. 
He was in the Scout movement 
for twenty years, ran a Sea Scout 
troupe of his own, and finished as 
district commissioner. 


* * * 


AT THE TIME of the 1924 Con- 
vention, C. King Woodbridge 
was president of the Advertising 
Club of New York. For some 
time after that, he played a 
prominent role in the  inter- 
national advertising movement. 
In 1929 he was elected president 
of the International Advertising 
Association, which, as he says, 
does not exist now “except in the 
minds of the individuals.” 

If you gather from this that 
he thinks that advertising has a 
mission and can help to make the 
world a better place, you are 
right. 

Woodbridge, who is president 
of the Dictaphone Corporation, 
is a member of the International 
Chamber of Commerce, the Ad- 
vertising Federation of America, 
the Pilgrims Society, the Adver- 
tising Club of New York and the 
Thirty Club of London. His 
father, incidentally, was born in 
London. 


* * * 


FROM THE technical point of 
view, Danish advertising is 
second to none, in the opinion of 
Max Hendriksen, of the Danish 


(Continued on page 112) 


WEEKS WISECRACK 


and sales 


“Congratulations on your 
Conference address, old 
man —I like it better 
every time I hear it.” 
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COMPANY MEETING 


WESTMINSTER PRESS PROVINCIAL 
NEWSPAPERS 


Mr. J. B. Morrell on Rising Costs of Production 


The fourteenth Annual General 
Meeting of Westminster Press 
Provincial Newspapers Limited 
was held on 3rd July at the regis- 
tered office, 167-170 Fleet Street. 

Mr. J. B. Morrell, the Chair- 
man, presided and said: 

Since the last Annual General 
Meeting your directors have 
suffered the loss of a valued 
colleague and friend in the death 
on 2Ist May of Mr. Arnold S. 
Rowntree. From 1903 Mr. 
Rowntree was intimately associ- 
ated with the development of this 
group of newspapers and printing 
businesses, being Chairman of 
many of the subsidiary com- 
panies and a director of the 
Parent company since its foun- 
dation. His part in the expansion 
of the group and in its services 
to the public and to the industry 
was at all times distinguished by 
his geniality and warmth of 
good-fellowship; no less import- 
ant was his concern for the well 
being of all employees. 


ACCOUNTS 


The Consolidated Accounts 
have been in your possession for 
three weeks and little need be 
said in explanation. It should be 
noted however that the Ordinary 
share capital was increased by 
£50,000 in April, 1950. It was 
further increased in May, 1951, 
by £50,000 and now stands at 
£600,000. 

During 1950 the group spent 
over £40,000 on property, prin- 
cipally on the purchase of houses 
for employees. The employment 
of capital in this non-profitable 
form of investment is a burden 
on industry which will continue, 
until the housing situation is 
improved, particularly in such 
businesses as ours which demand 
the services of highly skilled 
staffs. 

Plant and machinery has been 
maintained at the highest level of 
efficiency and as much of the 
older plant has been replaced as 
possible. More than £110,000 
has been laid out in new 
machinery and equipment and 
orders have been placed for 
further equipment which it is 
now estimated will cost £765,000 
when delivered. 

Ever-rising costs during 1950, 
which still continue to rise, 
reduced the profits of the group 
by approximately £97,000 com- 
pared with 1949. 


DiviDEND 


The surplus for the year dealt 
with in the accounts of the Parent 
company after deducting taxa- 
tion, amounts to £95,619 and it is 
proposed that the rate of divi- 
dend payable this year shal] be 
the same as last, namely 20 per 


cent, less income tax, but on a 
slightly larger Ordinary share 
capital, viz. £550,000, and that no 
bonus be paid. This distribution 
and the payment of the Prefer- 
ence dividend will leave a balance 
carried forward to Profit and Loss 
Account of £21,369, making a 
total balance in that account of 
£241,033. 


TAXATION 


It will be observed that Profits 
Tax and Income Tax on the 
profits of the year amount to 
£173,571, nearly twice the net 
surplus after tax and three times 
the net amount it is proposed to 
pay to the Ordinary shareholders. 


PENSIONS SCHEME AND OTHER 
EMPLOYEE BENEFITS 


In January 1950 the West- 
minster Press Pension Fund was 
extended to include all classes of 
employees. Hitherto members of 
the mechanical staffs were not 
able to take advantage of the 
scheme but in response to many 
requests the directors decided to 
admit to the Fund all who were 
not too old to join. 
the membership has been more 
than doubled and at the Annual 
Meeting of the Fund great appre- 
ciation was expressed by repre- 
sentatives of every office. 

You may be interested to know 
that during 1950 the cost of em- 
ployee benefits borne by the 
group including National Insur- 
ance, Pension Fund contributions, 
Payments during sickness, Ex 
Gratia Allowances, gifts on re- 
tirement and to widows of em- 
ployees, Canteen and Sports club 
subsidies, amounted to £92,650— 
compared with £72,959 in 1949— 
and represent more than one-and- 
a-half times the net dividend now 
proposed to be paid to the 
Ordinary shareholders. 


SALES 


Owing to the cut of 5 per cent 
in the permitted consumption of 
newsprint in October, 1950, some 
of our newspapers were com- 
pelled to reduce circulation. As 
far as possible we met this diffi- 
culty by eliminating casual sales. 
In some cases, however, this did 
not meet the amount of the cut 
and supplies to newsagents had 
to be slightly reduced. 

I would like to express my 
appreciation of the helpful co- 
operation we received from news- 
agents in ensuring that readers 
who had been subscribers for 
many years were not deprived of 
their newspaper. 


ADVERTISEMENTS 


The demand for advertisement 
space in our papers has far ex- 
ceeded the space available and 


As a result | 


the curtailment of sizes during 
t second half of the year 
lengthened the already long list 
of advertisements omitted. 

1 take this opportunity of 
thanking advertisers — national 
and local—and the advertising 
agents for their forbearance 
and their sympathetic understand- 
ing of our difficulties. In spite of 
the heavy increase in the cost of 
production I am pleased to say 
that the Westminster Press news- 
papers have only increased their 
rates where such an advance was 
justified by sales. 


Future OUTLOOK 


Since the close of the year the 
inevitable result of the cancella- 
tion by Government compulsion 
of long-term contracts for 
Canadian newsprint, negotiated 
by Lord Layton in 1946, has be- 
come evident. The result of 
what is virtually a Scandanavian 
monopoly in pulp has sent up 
the price of home produced news- 
print to an astronomical figure. 
The present price is £60 a ton— 
six times the pre-war cost—and 
there is a likelihood that it will 
go still higher during the second 
half of 1951. This tee. coup- 
led with wages and salary in- 
creases, has recently compelled 
newspapers throughout the coun- 
try to raise their selling price 
with a consequent fall in sales. 
The modest decline in the sales 
of our newspapers however has 
again emphasised how closely 
our readers are attached to their 
‘local’ newspaper. 

The recent effort in Ottawa by 
representatives of the Newsprint 
Supply Company to revive the 
Canadian contracts has resulted 
in a new agreement which it is 
thought will relieve the newsprint 
position next year when I hope 
it will be possible to maintain 
six-page daily papers and ten- 
page weeklies. If this can be 
done then we shall be better able 
to fulfil our duty t» our readers 
and to our advertis#rs. 


THANKS TO STAFF 


In closing I would like to ex- 
press the thanks of the directors 
to the staff for their co-operation 
in helping us to overcome the 
many difficulties throughout the 
year. 

The Report and Accounts were 
adopted. 
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| ... you will like our new illustrated 
| about giant photographic 
enlargements. Ask for your copy. 
Brownlow Rd, W.13. Ealing 2691 3 
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Another job 
well done... 
Now on show throughout 
the country. this Coconut 
Square display was designed 
printed and constructed en- 


tirely within our organisation 
for Bonds of Bristol 


y, 
décor 
ADVERTISING 


*& DESIGN: DISPLAY 
SCREEN PRINTING 
46 BROADMEAD BRISTOL! 


* tel. BRISTOL 26817-20460 
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serving the 
technical advertiser 


We are a specialist agency conscientiously working 
for an ever higher standard in technical advertising— 
a skilled and energetic team of directors and staff 
whose success in serving the technical advertiser is 
indicated by the 
clients. 


constant increase in our list of 
Ask us to show you examples of the way we 
are working for others. 


. 
3 
—completely . 
3 
; 
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TRADE PRESS ADVERTISING 
LITERATURE 
EXHIBITION STANDS 


EDITORIAL PUBLICITY 


SALES 


TAYLOR ADVERTISING LTD 
REGISTERED PRACTIT NE IN ADVERTISING 
specialiols un technical, ppublicity 
GOWER STREET, LONDON, W.C 

N 7606-7-8 
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Scotland’s 
THREE 
Leading 
Dailies 


THE GLASGOW HERALD 


The Business Man's Paper. Full Com- 
mercial, Industrial, and Stock Market 
Reports. Largest circulation of any 
comparable paper in Scotland. 


EVENING TIMES 


The Popular Home Evening Paper. The 
greatest evening selling force in Scotland 
and the most economical advertising 
medium. 


THE BULLETIN 


Scotland's only daily picture paper 
exerting a powerful daily influence on the 
buying habits of the Scottish housewife 


65 BUCHANAN STREET, GLASGOW, C.1 
56 FLEET STREET, LONDON, E.C.4 


| advertising org: 
| world. 
| addressed more 


Max Hendriksen Kirsti 


Association of Advertising 
Agencies. In spite of this, how- 
ever, he believes that there is 
room for a “more economical 
distribution of the advertising 
message.” Special emphasis, 
therefore, is laid on media re- 
search at the D.A.A.A. Institute. 

Before being appointed head 
of that Institute when it was 
formed two years ago, Hendrik- 
sen had had important posts with 
a number of leading agencies, 
and for four years was tourist 
manager and commercial adviser 
on town development at 
Frederiskhavn. 

Only 32, he is married and re- 
joices in a five-year-old son (who 
apparently contributes lines to 
“family” comic strips) and a 
daughter, not yet a month old. 


* + * 


“IT SEEMS easier to write long 
copy in English, too, than short 
one” is a_ thought-provoking 
sentence from Miss Kirstj Laipio. 
This is by way of apology for 
having written me a letter which 
she erroneously fears is too long. 

Kirsti planned a strenuous pro- 
gramme for herself in England. 
She is taking part in the British 
Council Festival courses, “Life 
in London,” before the Confer- 
ence, and “The Place of the 
Commonwealth in the Modern 
World” after ‘t. 

In her case, good looks are 
allied with brains. She took her 
B.A. in sociology and economics 
at Helsinki University in 1941 

and her examination in advertis- 

ing six years later. Since then 
she had been head of the adver- 
ising department of the oldest 
commercial bank in Finland. 

What particularly interests her 
at the Conference is “Methods of 
Education, Recruitment, and 
Training in Advertising.” 


* * * 


ONE WHO is personally known 
to advertising people probably 
as much as any man in America 
is Elon G. Borton. president and 
general manager of the Advertis- 
ing Federation of America. Since 
he was elected to this position 
five years ago the A.F.A. has 
grown to more than 25,000 mem- 
bers and claims to be the largest 
risation in the 

himself has 
than 100 clubs, 
some of them many times. 

After spending some time in 
retail and wholesale grocery sell- 
ing, he became director of adver- 


Borton 
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Laipio Elon Borton 


tising of La Salle Extension Uni- 
versity, Chicago, where the ad- 
vertising brought back nine 
dollars in direct, traceable sales 
for every dollar in space or time. 
Borton has been a prolific writer 
on advertising matters. 


* * * 


IT IS with the deepest respect 
that I raise my hat to Charles 
Maillard. This not merely be- 
cause of his very distinguished 
career, but because he is “l’agent 
général de la _ Bénédictine, 
laquelle exporte dans le monde 
entier.” Noilly-Prat is also 
among his clients—not to men- 
tion Chocolat Menier! Clearly, 
M. Maillard knows some of the 
best people. 

He is a licentiate in law, an 
officer of the Legion of Honour, 
a former president of the Cham- 
ber of the Tribunal of Commerce 
in Paris, honorary president of 
the Fédération Francaise de la 


Charles Maillard 


Publicité, and a member of the 
Comité des Expositions. 

Maillard will be remembered 
by many as the leader of the 
French delegation to the 1924 
Convention. He is founder and 
president of the French “A.B.C.” 
and has held most of the execu- 
tive posts in the Chambre Syndi- 
cale de la Publicité. For years 
he has played a prominent role 
in exhibitions in many European 
countries. 

Tourism is a leading interest 
of his. Before the war he con- 
ducted an important tourist mis- 
sion across the United States. 
For 25 years he has been pre- 
sident of the Syndicat d’ Initiative 
de Trouville, which, he reminds 
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OR well over a century this 
leading national newspaper has 
held the confidence of men and 
women of influence throughout 
Scotland. Advertisers whose pro- 
ducts and services are directed to 
the higher class markets should 
certainly include THE SCOTSMAN 
in their appropriations. 


SCOTLAND’S NATIONAL NEWSPAPER 


North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 


FILM 
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on hookstalls 
in bookshops 


everywhere 


you will always find the 


printed product of the 


LINOTYPE 
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Emidictas 


The Electronic Dictation Machines which 
provide more time for typing. 


With the Emidicta, you need never be held up on ‘diciation’. In the 
Office it ensures a smooth flow of recorded dictation to the * pool’ 
and the work comes to the Typists, who freed from calls for dictation 
can devote their whole time to their real job— typing! The Emidicta 
makes everybody's job easier—gives greater efficiency, increased output, 
less strain. 


Let us prove this by demonstrating the Emidicta to you in your own offices. 


The EMIDICTA is o product of the E.M./. Group (His 
Master's Voice, Marconiphone, Columbia, etc.), past 
masters in recording and scund reproduction. 


epee T THIS COUPON NOW — —— — 
r we 4 


To E.M.1. Sales & Service, Ltd., Emidicta Diviston, Dept. 1. 
363-367 Oxtord Street, London, W.1. Phone: Mayfair 8591, Grosvenor 7127/8 


Please send descriptive brochure 
Please arrange a demonstration. 
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(NEWS|) 
OPSA DATA 


LEBANON 
RATES 


Rates on orders placed at the 
new prices will be stable for all 
insertions up to 30th June, 1952. 
Orders now current will be ex- 
ecuted at former rates but NOT 
BEYOND DECEMBER 3ist, 
1951. 


AL AHRAM 


Monthly, Commercial and In- 
dustrial Newsletter in French 
will be sent FREE to firms who 
request it. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY [°° 

10 Fleet St.london.EC4 Cen 5494867870 


os 


ST. HELENS & DISTRICT 


REPORTER 


PRESCOT & HUYTON 


REPORTER 


The only A.B.C. papers 
published from these towns 
averaged 


51,975 


COPIES WEEKLY 


July—December 1950 
e 


134 FLEET STREET, E.C.4 
Telephone CENtral 7620 


73 CHURCH STREET, ST. HELENS 
Telephone 2285 (3 lines) 


—_—————— 


PAINT 


DP transrer 


ef pw 


pPPLIED .aPROOF 
°wene™ 


The brilliant lasting colours of 
D.P. Paint Transfer on a shop 


window to catch 


the eye and 


direct the attention to your pro- 


duct—and at the right 
moment! Send now for 
details and specimens. 


iCadions. 


Specialists\in Silk Screen Printing 


Road, Holloway, 
L . N19. 
Telephone: ARChway 4627 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


STER ADVERTISING 
PO ASSOCIATION ‘ 


Paul West 


me, is called the “Reine des 
* Plages”! 

His agency has been in 
existence for half a century. 


* * * 


A VERY influential body of ad- 
vertising managers and business 
executives in America is the As- 
sociation of National Advertisers. 
It owes that influence, in no small 
measure, to the energy and re- 
source of its president, Paul West. 
He has shown these qualities in 
his war service, in his term in 
sales and advertising with Union 
Carbide and, later, as advertising 
and sales manager of National 
Carbon, and in his three years in 
the agency business. 

His purposeful stride, fluent 
articulation, sense of humour, and 
habit of listening long before 
speaking at a conference table, 
are well known to countless 
people in advertising in the U.S. 
Equally well known are his busi- 
ness statesmanship and accom- 
plishments. Paul was a key figure 


| in the establishment of the Con- 


trolled Circulation Audit, the 
Traffic Audit Bureau, the Adver- 
tising Research Foundation, and 
the Advertising Council. 


* *” * 


AN INEVITABLE choice for 
inclusion in the “Grands Publici- 
taire Francais” feature of the 
Echo de la Presse et de la Publi- 
cité, was Bernard de Plas—pre- 
sident of the Fédération Fran- 


caise de la Publicité, and hon. 
president of the Union Inter- 
| nationale de la Publicité. Accord- 
ing to the Echo, his advertising 
campaigns are distinguished by 
“simplicité” and “jeunesse.” Can 
this be due to the fact that his 
accounts include Cinzano, Cour- 


George Patterson 


Bernard de Plas 


Willy Smit 


voisier, Vielle Curé, Perrier water, 
and Tobler chocolate? 

De Plas comes from military 
stock, and he himself holds many 
military decorations. Service in 
Morocco has left him with a keen 
interest in colonial, and especially 
Mohammedan questions, and his 
political interests have provided 
him with a number of friends in 
Parliament. His sports are 
rugby, swimming, riding and 
athletics. In 1921 he was one of 
a team that took part in a 
relay race and carried off the 
military championship of 
France. A keen agriculturist, he 
puts his theories into practice on 
his land in the Charente (where 
he is a municipal councillor). 

He was a battalion commander 
during the war, was wounded in 
the chest in 1940, and subse- 
quently took part in the “Libera- 
tion-Nord” movement. 


- + -s- 


THE AUSTRALIAN advertising 
industry present 11 representa- 
tives, six of them women. 

Leading the delegation will be 
George Patterson, governing 
director of George Patterson Pty. 
Ltd., Sydney and Melbourne, in 
association with G. C. Stevens, a 
director of Lintas Pty. Ltd., 
Sydney. 

Nine young people—all under 
30—are included. They are: 
S. Ballard (Alexander Moulton, 
Melbourne), P. Clemenger (John 
Clemenger, Melbourne), K. C. 
Lovett (Rogers, Sydney) and 
Misses Valwyn Edwards 
(Richardson-Cox, Melbourne), 
Adele Kirkby (Goldberg, Sydney), 
M. McDonald (Fergus Canny, 
Melbourne), Shirley McGill 
(Jackson, Wain, Sydney), Robin 
Turkington (Becket - Thomson, 
Sydney) and Amy Huxtable 
(George Patterson, Sydney). 


Gerald Stevens 
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CRC 


want a Designer 


* 


We want a man who can produce first 
class designs plus the ideas for his designs. 
He need not do finished artwork but he 


should know the type of artist he wants to 


carry out the finished drawings. 
It you consider your work outstanding, 
please write for an appointment. 

[ - ¢ f} K : [ | F C. R. CASSON LTD., 29 HERTFORD STREET, W.1. 


LONDON. C.P.R. CRANE 44 FLEET ST. E.C.4.TEL.CEN6B20 


ADVERTISERS & AGENCIES 
LE MANS 


24 HOURS RACE 1951 INDIA CALLING 


SUN PROCESS WORKS LTD. present compliments 
and invite your attention to the unique service they 
are able to render advertisers and advertising agencies 
interested in the development of their Indian Market. 


ig ieee 


Correct translation, true-to-the-original setting in 
vernacular, satisfactory reproduction in the vernacular 
press are all difficult to be obtained without closer 
contact with the Indian conditions and the Indian 
Market; but they can be overcome by entrusting 
your servicing to Sun Process Works who have built 
up a reputation of being a first class block-making 
firm with skilled workmen—each one a master crafts- 
man—modern equipment and long experience. 


No matter how big or small, the same scrutiny and 
attention to details will be paid to all orders received; 
and what's more, delivered in time to catch the schedule. 


GRAND PRIX D’ENDURANCE 1st 2nd & 3rd 


INDEX OF PERFORMANCE ist 2nd & 3rd 
ALSO RECORD LAP 


Clients’ satisfaction is our reputation. 


Let’s get together to our mutual advantage 
SUN PROCESS WORKS LTD. 


ESTABLISHED 1929 
8, Swadeshi Millis Compound, Off Charni Road, 
Bombzy, 4. 


— <7 | | _ 
- jury 12, 1951 115 ne : 
% : 
m cAMILY = | 
oe . ‘ 
sie : a 1 a 
; Pa == 
: W Lewick : 
a Si SEN % 
4 iCESTEP | comme | =" ih a Sty] 
: LSTORE Se grees] AEM Cetin ip, ; 
Lae =—— RP oeeig 2/8 Sa tessce, : 
Bo CHE Ling pe Ba . 
ii & NHN” | 
r | 
as ee ee 
: - | | 
at 
| ‘ | : a . a 
| DINEOP Z 
uf iV are | 
Oo 
SS 'S 
ie aes 


ADVERTISER'S WEEKLY 


THE 


SOUTHPORT VISITER 


Ormskirk Herald = Formby Herald 
Established 1844 


Southport Jouryal CROSBY HERALD 
Lstablished 1882 £stablished 1895 


BOOTLE {# HERALD 
Fstablished 1949 
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“THE ™ VISITER” SERIES 
OF NEWSPAPERS 
NET SALES EXCEED 
84,000 WEEKLY 


Covers the Residential and Agricultural Districts of South-West 
Lancashire on TUESDAY, THURSDAY, FRIDAY and SATURDAY 
Head Offices: 


28-32 TULKETH STREET, SOUTHPORT Phone: 5127-8-9 


Design, Copywriting, Print, Display & Photography 
* 


DESIGN FOR SELLING 


* 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
* 


245 VAUXHALL BRIDGE ROAD, S.W.1 ViCtoria 5303 (6 lines) 


Some of the staff of the Rex Publicity Service Ltd., London office, 


who were entertained to lunch at the 
Howie, managing director, and his wife, 


Ritz, Hastings, by Alex D 


who are seen standing in 


the background with Lady Noble. 


‘Blue Book’ For 1951 Is 
On Sale Now 


So many changes in selling 
prices and advertisement rates 
have taken place during the past 
year that the publication of 
Advertiser's Annual for 1951, 
with all its invaluable data 
brought up to date, makes news 
that has been eagerly awaited. 

Now, outdated and doubtless 
dog-eared 1950 copies can be 
discarded for waste paper sal- 
vage, and replaced by the new 
edition, again in its familiar blue, 
gold-lettered cover. 

For Advertisers Annual 
remains unchallenged as the one 
book of reference everybody in 
the advertising, publishing and 
allied businesses must possess, 
the only comprehensive source of 
the facts about media, agencies, 
advertisers and the ancillary 
trades that everyone concerned 
with advertising must have at his 
elbow. 

The latest edition, which has 
a foreword by Sir Miles Thomas, 
president of the Advertising Asso- 
ciation, retains all its customary 
sections, with their carefully 
classified information covering 
Great Britain and the Common- 
wealth. There are no radical 
alterations of arrangement though 
revision has involved the addi- 
tion of many new names. 

Readers will find that it is 
much easier to consult than its 
predecessors, as the type has been 
completely re-set. and the most 
important sections set in larger 
type 7 pt. instead of 6 pt. The 
effect of greater clarity is most 
noticeable. 

The information 
pages is amplifi 
a large number of 
many attractive! 
the aid of a second colour. 

Advertiser's Annual is 
lished by Business 
Ltd., 180 Fleet 
E.C.4, at 35s 


in editorial 
d as usual by 
advertisements, 
displayed with 


pub- 
Publications 
Street, London, 
post free. 


Special arrangements to inform 
Welsh old age pensioners of the 
increase in pensions include Press 


advertisements nd leaflets printed 
in Welsh 


Brightening Up 
Southampton 


Cr. W. H. Stone told Southamp- 
ton Corporation that “modern 
advertising was artistic’ when he 
successfully moved reference 
back of a recommendation not 
to lease land owned by the 
Council for a proposed advertise- 
ment garden. 

More O’Ferrall Ltd. who 
wished to lease a site which had 
been cleared after war damage, 
wrote: “Our purpose would be 
to develop this site as a decora- 
tive garden with lawn and flower 
beds arranged in a manner suit- 
able for this position in relation 
to the gardens of the civic centre. 
We would also erect an orna- 
mental rustic wall as a backing 
to the garden, and so screen the 
ugly lower portion of the adjoin- 
ing premises. This rustic wall, 
of very pleasing design, will in- 
corporate a small central adver- 
tisement. . . . 

Cr. Stone said a Festival com- 
mittee were doing everything they 
could to brighten up the town, 
and here a commercial organisa- 
tion was prepared to do it for 
them. 


Stokes On Raw 
Materials Shortage 


Richard Stokes, Lord Privy 
Seal and Minister of Materials 
designate, said last week that 
in his view the shortage of raw 
materials was more than a short- 
term problem caused by re- 
armament. Materials must be 
found to carry out the long-term 
policy of raising low standards of 
life everywhere and so combating 
communism. 

He was speaking to a company 
of over 300 at a luncheon spon- 
sored by The Manager, with Sir 
Archibald Forbes, president of 
the Federation of British Indus- 
tries, in the chair. 
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NEW CENSUS 
SHOWS BIG 
CHANGES 


Population changes of vital 
interest to all concerned with 
marketing problems are given 
in a preliminary report on the 
1951 Census, published by the 
Stationery Office to-day (Thurs- 
day) 5s. 

PULATION of England 

and Wales in April 1951, 
totalled 50,210,472, of which 
24,126,549 were males and 
26,083,923 females. This is an 
increase of more than 4,000,000 
(9-7 per cent) over the 1931 
figure. Thus, error in the 
Registrar General's Estimates of 
Population is statistically negli- 
gible (76,000 or -14 per cent). 

Birmingham is now the second 
largest city with a population of 
1,112,340. London shows a drop 
of over 1,000,000 from 4,397,003 
in 1931 to present figure of 
3,348,336. 

The new census shows some 
remarkable changes in population 
since 1931. While many of these 
are due to the growth of indivi- 
dual towns, some of the changes 
are due to extensive revision of 
boundaries. Huyton-with-Roby 
(near Liverpool) shows an in- 
crease of 973 per cent; Ruislip- 
Northwood—325-8 per cent; 
Chigwell—216-9 per cent; and 
Chislehurst and Sidcup—208-7 
per cent. There are 23 other 
areas in which the population has 
increased by more than 50 per 
cent in the last twenty years. Of 
these no fewer than 22 are within 
or near Greater London. 


Counties 


Among the counties, Hertford 
shows the greatest increase at 
52 per cent, followed by Bucking- 
hamshire—42:3 per cent, and 
Bedfordshire—41 per cent. The 
only English county to show fall 
in population is Durham (15 per 
cent). 

In Wales, however, population 
is down since 1931 in eight of 
the 13 counties, falls ranging from 
6:2 per cent in Radnor to 1-6 per 
cent in Monmouth. Yet the 
population of the whole of Wales 
has increased by 3,654 people to 
2,596,986. 

Coventry, despite immense war 
damage, has increased its popula- 
tion by 45 per cent since 1931. 

Major decreases are headed by 
West Ham (41-9 per cent). 
London (23:8 per cent) and 
Rhondda (21-2 per cent). Decline 
in the textile areas of the North 
is reflected in losses of over 
5 per cent population in eight 
Lancashire towns. 

Results of the one per cent 
sample analysis on the returns 
for private households, which 
formed the basis of this enumer- 
ation, are expected next April. 
Subsequent reports on the main 
Census will be presented as a 
series of publications as quickly 
as practicable. These will include 
a classification of occupation and 
industry. 


Hulton’s ‘Interim’ Survey Shows 
Big Status Jump By ‘Reveille’ 


Renemne of Go great Rae 


tables: men and women com- 
bined, men, women, and house- 
wives. 

This compares with 38 tables 
in the 1950 issue, which analysed 
a large variety of “functional 
groups,” such as car owners and 
electricity users. 

J. Burkart, Hulton’s re- 
search manager, points out that 
as the readership of any particu- 
lar publication is not likely to 
vary very greatly between one 
year and the next, even though 
the number of readers may be 
changing, the information of this 
nature given in the 1950 edition 
may be taken as broadly indica- 
tive of the present position. The 
present Survey must be regarded 
as an “interim report,” he said. 

The only striking change in 
comparative status is that of 
Reveille, whose rapid increase in 
circulation has been accompanied 
by a jump in readership position 
(men and women combined) from 
18th up to 12th. 

The Radio Times and the News 
of the World, though again head- 
ing the readership list, have 


dropped = slightly—the_ former 
from 56 per cent to 55-3 per cent 
and the latter from 50-4 per cent 
to 47-6 per cent. The People, 
which remains third, has im- 
proved from 34-4 per cent to 
35-2 per cent. The fourth, Sun- 
day Pictorial, has slightly im- 
proved, and the fifth, Daily Ex- 
press has gone up from 27-8 per 
cent to 31-4 per cent. 

Comparative positions of the 
next ten are as follows (1950 
position being shown in 
brackets); Daily Mirror 6th (6th), 
Sunday Express th (8th); 
Picture Post 8th (7th); Illustrated 
9th (9th); Sunday Dispatch 10th 
(11th); Daily Mail 11th (10th); 
Reveille 12th (18th); London 
Evening News 13th (12th); John 
Bull 14th (14th); Reader's Digest 
15th (not shown in 1950). 

The Survey was once again 
compiled by J. W. Hobson and 
H. Henry, technique of sampling 
and field work being under the 
direction of Dr. Mark Abrams. 
A total of 4,000 interviews was 
used. The Survey consists of 
four loose leaves which may be 
inserted in the 1950 covers. 

Once again about 4,000 copies 
are being supplied free of charge 
to leading agents, advertisers, 
academic bodies, and Govern- 
ment institutions. 


* 7 
Striking Ad. Claims 
. 
For ‘Reader’s Digest’ 

Striking claims for its value as 
an advertising medium are made 
in a summary issued by the 
Beader's Digest. 

According to data obtained 
from the Hulton Readership Sur- 
vey 1951 and from A Survey of 
Magazine Reading Habits 
January-March 1951 (carried out 
by the British Market Research 
Bureau), the cost of reaching 
1,000 readers of Reader's Digest, 
through a £325 page of advertis- 
ing is only Is. 5d. 

1,820,000 women readers are 
reached at a page rate of 3s. 7d. 
per 1,000. It is claimed that no 
monthly magazine in the country 
reaches so many women readers, 
and that no magazine with as 
many women readers has such a 
low page rate per 1,000 readers. 


HOW CUTS WERE 
FORCED 


The price cutting war among 
New York stores had nothing to 
do with re-sale price mainten- 
ance, Robert A. Whitney, presi- 
dent, National Sales Executive 
U.S.A., told an_ Incorporated 
Sales Managers’ Association 
London meeting. 

It was all a matter of advertis- 
ing policy: One store had been 
claiming that it could undersell 
all competitors by 6 per cent. 
But when they were challenged 
by competitors’ counter-claims 
they were forced to make appro- 
priate reductions. 


@ Continued from page 72 


‘INITIATIVE IS 
STIFLED’ 


dards of value and quality for 
the whole trade to the ultimate 
benefit of the trade and also to 
the standard of living. 

“Translating these figures and 
successes into advertising terms, 
we were able in 1930 to advertise 
that we were selling one million 
bars per day. To-day, as the 
illustration of one of our adver- 
tisements show, we are now sell- 
ing over two million individual 
units a day from one assortment 
(Milk Tray). Lines of the 
highest quality are bought by the 
mass of the people. The luxury 
of the few has become the 
necessity of the many. This is 
a good selling point but is also 
an indication of raised living 
standards.” 

Turning to the problems of his 
industry in this post-war era, Mr. 
Cadbury said: “Restrictions were 
essential during the war years, but 
they are now stifling initiative. 
We are divorced from the 
experience of consumer choice. 
We do not know what the public 
want. Our experience is ten 
years old. Everyone's position 
is assured, whatever the service 
they offer. Advertising in such 
conditions is no longer essential 
in order to maintain output. The 
only reason for continuous adver- 
tising is the building up of future 
goodwill against the time when 
the competitive system will 
return.” 


ADVERTISER'S WEEKLY 
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selling to 
Britain 
in miniature 
if you’re 
selling 


to 


Bath 


. . through 


MH The only evening paper printed and 
published im Somerset, which, for 9s. 
per sci., gives you positive “blanket” 
coverage of a compact cross-section of 
the British market. 


Get full details from the Advertisement 
Manager, 134 Fleet Street, ‘Condon. 
£.C.4. Central 2767. 
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July—Dec. 1950 
A.B.C. Figures 


London Representative : 


CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Copies 
Weekly 


Hien Guick SERVICE 


Two essentials to 
f business upon W 
er support. 
below—Terminus 
attention 
Many conce 


Simply supply t 
idea to finished 


{ Multilith and Rota 


— 2) consistent high qua 


You are invited to contact the address 


2691—where you will 


“ALL-IN” SERVICE 

s find the Strand 
ro basic data then th 
plate ready for your 


print Machines 
lity. Both are 
Lithographic Co. have 


receive courteous and immediate 
comprehensive service invaluable. 


¢ Company handles the jd 
machine. . . 


157 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 


Rathbone/24! 


OF GLOUCESTER_*__ 
LONDON TEL: TRA 4277 


Consult 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.1! 
DAY AND NIGHT PRINTERS 
TELEPHONES; LEYTONSTONE 1164/5 
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HARROW 
BILLPOSTING 
| COMPANY 


PAGO NCTON O16)? 


37 SPRING STREET W.2. 


By Appointment 
Pen Makers to the late 
King 


Gillott Pens / 


NOW AVAILABLE 


For what may well prove to 
be a limited period, the follow- 
ing specialists’ pens are immed- 
iately available: — 


DRAWING PENS: Nos. 290, 291 
and 1950. 

FINE STEEL PENS: 303, 170 and 
404 


All types supplied in 3, } or | 
gross boxes, or 12-carded with 
holder. 
Artists and Studio Managers 
are advised to carry a small 
stock. 


JOSEPH GILLOTT 
AND SONS LTD. 
Victoria Works, Birmingham, | 


London Office: 
/ 28 New Bridge Street, £.C.4 
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RENART 
STUDIO LTD 


EALING 3362 
» 4644 
7121 
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Foster Leaves City 

. 
Display 

Lewis Foster has resigned from 
City Display Organisation, where 
he was general manager of the 
overseas company and publicity 
officer of the Group, and has 
joined Mrs. Richard Tauber at 
Diana Studio Ltd., Cromwell 
Road. He will be responsible for 
both home and overseas activi- 
ties of this company. 

* * * 

Recently married, Miss F. 
Tobin has resigned her position 
as space buyer with George 
Murray (Advertising) Ltd. 

” *~ * 

For many years sales organiser 
of the Weston Biscuit Companies, 
Albert G. Kendall has joined the 
Weston advertising executive as 
assistant advertising manager of 
the Ryvita Co., Ltd. 

* * * 

J. R. Hoyle has been appointed 
manager, Manchester office, Gee 
Advertising Ltd. 

* * * 

John Reavill, assistant advertis- 
ing manager of the Weston 
Biscuit Companies is making a 
good recovery after his serious 
operation. 

* * * 

G. Clement Cave, formerly 
editor of Associated British-Pathe 
Newsreel and assistant features 
editor of the Daily Express has 
been appointed general manager 
of Radio Luxembourg Advertis- 
ing Ltd. He succeeds Frank Lee 
who resigned to become artistes’ 
manager of Decca. 

* * * 

C. A. Macartney, formerly on 
the Manchester Evening News 
and deputy chief Press officer 
with Wembley Stadium from 
1947-50, has joined the staff of 
Sidney-Barton Ltd., public rela- 
tions consultants. 

* * * 

Derek Hodgson, formerly in the 
production department of Mather 
& Crowther Ltd.. has joined the 
staff of Auger & Turner Ltd., 
London, in the same capacity. 

* * * 

Stanley Gullick, managing 
director of Geo. J. Smith & Co.. 
Ltd.. is in hospital. Although 
making good progress he is un- 
likely to be back at his office for 
another two months or so. 

* * * 

Brian Lake, of Shell Petroleum 
Co. publicity department, leaves 
on July 18 to join the publicity 
department of the Shell Co. in 
New Zealand 

* ” * 

Samuel Mceliwaine, advertise- 
ment representative in London 
for nine Canadian papers, leaves 
on July 24 for a month’s visit to 
the Dominion 


The Publicity Club of London’s 
new Press Officer is H. John 
Hewson, who succeeds W. R. 
Balch. 

~ ~ - 

Miss Dorothy Dowden has 
joined Mather & Crowther Ltd., 
as librarian. 

* * * 

A. J. Banks Davies, formerly 
advertisement manager of Blighty 
has joined Century Press Ltd., as 
advertisement manager of Textile 
Bulletin. 


7” * - 

By mutual agreement R. B. 
Greenwood has left Marshall 
Green Advertising of which he 
was a director. 

* * * 

R. C, Stone, publicity manager 
of Keith, Prowse & Co., Ltd., has 
become a member of the Publi- 
city Club of London. 


OBITUARY 
Sir Herbert Morgan 


One of the foremost business 
men in the country and one of 
the advocates of modern adver- 
tising, Sir Herbert Morgan died 
last week, aged 74. 

He was chairman of the 
national reception committee at 
the 1924 Advertising Convention. 

Much of his early career was 
spent in the United States and in 
1906 he joined W. H. Smith & 
Son, working successively in their 
printing department, general 
advertising agency and railway 
advertising section. Later he 
became their adviser on advertis- 
ing. 

Among slogans which he con- 
ceived were “business as usual” 
in the first world war and the 
“Ironsides,” a name for the 
defence force raised by General 
Ironside in 1940. 

In the last war he directed pub- 
licity for civil defence. 


James Bewick 

Scottish representative for Par- 
sons, Fletcher & Co., Ltd., since 
1948. James Bewick died last 
week. Previously he had been 
with the lithographic printing 
department of the Scottish Co- 
operative Wholesale Society Ltd. 


J. A. Hopps 


John Alfred Hopps, director of 
the Leicester Mercury since it 
became a public company in 
1927, died last week at a Leicester 
nursing home, aged 88. 


HH. C. Smart 


For several years London 
director of Goldberg Advertising 
(Australia) Pty. Ltd., H. C. Smart 
died on Saturday, aged 76. 
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CURRENT ADVERTISING 


Orange Crush 


From Rhodesia 


Plans are being made to intro- 
duce “Mazoe” orange crush, 
made by Spa Food Products Ltd., 
of Salisbury, Southern Rhodesia, 
into this country. 

_will be handled here by 

Sindall & Syrett Ltd., of 

Old Broad Street. Marketing 
plans are not yet complete. 
* * * 


‘Regent’ Figure 
Finds Its Feet 


The Regent Oil Co., Ltd., are 
beginning to make more use of 
their “Regent” figure. 

It is now making a three-fold 
appearance in the national and 
trade Press under the slogan 
“Regent Here, Regent There, 
Regent Everywhere.” 

Artist David Langdon, in con- 
junction with C, J. Lytle (Adver- 
tising) Ltd., designed the “Regent” 
figure which is being incorporated 
not only in Regent's national 
Press advertisements but also on 
their outdoor boards, booklets 
and folders. 

* * . 
ACCOUNTS MOVING 


Nevin D. Hirst (Advertising) 
Ltd., Leeds, have been appointed 
to handle all publicity for the 
North Eastern Gas Board. They 
will use every phase of publicity, 
including Press, posters, and 
films. 


* * +” 

S. T. Garland Advertising Ser- 
vice Ltd. have been appointed to 
handle advertising for Berry’: 
Electric Ltd., orginators of thé 
“Magicoal” fire. Advertising will 
appear soon in national maga- 
zines. 

* * 
NEW ACCOUNTS 

Ripley, Preston & Co., Ltd. 
(Birmingham) have been 
appointed agents for S. Allcock 
& Co., Ltd., fishing tackle manu- 
facturers. 

* * * 

Auger & Turner Ltd. have been 
appointed to handle the advertis- 
ing for Oliver Battenberg & Com- 
pany, manufacturers of the 
“Thermakozy.” A campaign 
opens in the national Press in 
September. 

* 


* * 
NEW CAMPAIGNS 


Greenly’s Ltd. have placed 
bookings for Scott & Bowne Ltd. 
for their Portex Plastic Skin in 
national dailies, Belfast Tele- 
graph, Glasgow Citizen, Illus- 
trated and John Bull. The 
campaign is scheduled for a year. 

This agency has also completed 
renewals up to the end of the 
year for J. R. Parkington & Co.. | 
Ltd.. in class magazines and | 
periodicals, selected provincial | 
papers, the Financial Times and | 
Evening Standard. 


Two new campaigns will be 
launched in September by 
Gordon & Gotch Advertising Ltd. 
for “Albolene” cleansing cream 
made by McKesson & Robbins 
Ltd. One will commence in the 
women’s Press with full colour 
spaces followed by large black 
and white announcements. The 
other, and supporting campaign, 
will run concurrently in mother- 
craft and allied publications and 
will feature a new trial size pack. 

* . 7” 

T. B, Browne Ltd. are taking 
space in national dailies, London 
evenings, and periodicals for 
Brighton Corporation in con- 
junction with British Railways. 
National dailies, London evenings 
and provincials are also being 
used to publicise Brighton's 
Festival events. 

. * * 

Stowe & Bowden Ltd. are 
renewing full page advertisements 
in engineering, electrical and 
machinery journals for Aston 
Chain & Hook Co., Ltd. They 
are also placing renewals for 
Tempered Spring Co., Ltd. 

. * * 

Young & Fogg, makers of 
Gartex balloons, are putting a 
new line of rubber novelty toys 
on the market. They are test 
marketing in the trade Press prior 
to a national trade campaign. 
Rex Publicity Service Ltd. are 
the agents. 


Legal and Gazette 
WILLS 


of 99 Holden Road, 
Finchiey, N.. who was chairman of A.A 
Sites Ltd.. and who founded Morison’s 
Advertising Agency, Hull, which was later 
merged with Mills 
director of publicity 
Wembley Exhibition in 1924, editor and 
publisher of Amusements for 26 years, 
and first editor of the official organ of 
the Incorporated Sales Managers Associa- 
tion, left £24,434 Ils 8d gross, 
£20,609 8s. 9d. net. (Duty paid £3,105.) 
Eric ArtHur CONSTABLE, of 72 Orchard 
Road, Erdington, Birmingham, a former 
editor of the Birmingham Gazette, and 
P nate and Region of the 
B.B 1 10d, gross, 
£6,202 Os. Id ‘ast. 


ALAN BorRaDAILe Jonnson, for many 
years a director of the Cumberland News, 
10s. 10d. gross, 

net. (Duty paid 


Cuartes James Cuipiey, for over 20 
years London manager of the Yorkshire 
Observer, Telegraph and Argus (Brad- 
ford), and Keighley News. who died on 

lay 3 last, left £8,062 19s. 6d. gross, 
£7,993 10s. 9d. net. 

ALFRED ARCHIBALD (or GEORGE ALFRED) 
Gou vo financial advertisement manager of 
. who died on 
£3,631 8s. gross, 


Exnest Morison, 


hoy 
£3,581 15s. 6d. 


WINDING-UP OR ORDER 
HURLINGHAM —PusticaTions Ltp., 28 


Conduit Street, London, W.1. Winding-up 
order June 25. 


WANTED 
Monthly Journal 


An old Established firm of Pub- 
lishers wish to undertake the 
Management of a medium to small 
monthly journal. 
and essential services available in 
rebuilt premises Central London. 
Reasonable fees to suitable firm. 
Reply in confidence to: Box 10334 
Advertiser’s Weekly, 180 Fleet 


Street, London, E.C.4 


Accommodation 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicards Ltd 


407-409 

HORNSEY ROAD 
HOLLOWAY 
LONDON N.19 
ARC: 1178 & 3469 
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os 
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SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYDON 


aAoorscomeBe 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


3147-6 


SPEEDY SERVICE 
\ EXPRESS 4 
DELIVERY 


**DAY-GLO”? priNTERS 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


205 Be BRIDGE ROAD 
TEL. VIC 0912-3 


WILL KITCHEN JR LID NEWSPAPER AD 
ZINE 


VES 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
2? 


BOSTON ROAD. HANWELL Ww? 

sod 74) 9808 
Personal Attention to all Enquirves & Pr - 
Complete and Guaranteed Service in the Fuliest Sense 


NO INCREASE 


in the advertising rate. Advertise- 
ments in the “Bolton Standard” 
are cheaper than pre-war. 


In spite of the terrific increase in 
| costs, advertising rates remain the 
| same, until] further notice. 


Advertisers cannot fail to get 
value for their money. 


| The Tried and tested medium. 
BOLTON STANDARD 


| VICTORIA STREET, BOLTON Phone: 4742-3 
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We Hear— 


THAT a champagne buffet re- 
ception to inaugurate the new 
Venetian Room at the Bristol 
Restaurant, Cork Street, London, 
was organised by Bonney & 
David, Ltd., the public relations 
firm, in conjunction with W. H 
Gollings and Associates, adver- 
tising agents for the Bristol. 

* * * 
THAT nearly 200 people were 
guests of Geoffrey Smith and 
Eric Hanson, joint managing 
directors of W. S. Cowell Ltd., 
the Ipswich printing firm, to 
celebrate the completion of their 
five-year building plan. 

* * * 
THAT Skipton Council has 
refused an application for the 
erection of bill-posting boards in 
Newmarket Street, on the 
grounds that they would distract 
the attention of road users. 

* * *~ 
THAT W. H. Goodchild has 
been appointed exclusive adver- 
tisement representative of Britain 
To-day. 

* * * 

THAT a party of members of 
the International Congress of 
Master Printers to be held in 
London, July 22-27, have booked 
seats for the concert at the Royal 
Festival Hall on July 22 when 
the London Symphony Orchestra 
will be conducted by Basil 
Cameron. 

. * ” 


THAT a new sample room, 
known as the “Visitors’ Vault,” 
has been opened at Whitbread’s 
Brewery. The tables have been 
made in the cooperage from cask 
heads y staves. 
* + 
THAT following a Press publicity 
campaign run by Voice & Vision, 
10,000 visitors have been to 
Wilton House, ancient home of 
the Earl of Pembroke. 
* * * 
THAT the annual golf competi- 
tion of the Publicity Club of 
Leeds will be held at Leeds Golf 
Club on July 2 
* * 


THAT “Copy A” a 4-page tabloid 
news sheet published by the 
Birmingham Publicity Associa- 
tion, makes its first appearance 
this week. It is edited by George 
Bartram 


* . . 
THAT a memorial service for 
Sir Herbert Morgan wi!! be held 
at noon on July 19 at St. 
Dunstan-in-the-West. 


THAT Princess Elizabeth was 
present at the Sea Cadet Corps 
tattoo “Ship Ahoy!” sponsored 
by the Daily Telegraph at Earls 
Court ret ree ovens, 


THAT on the bE of the 
Press Association, the ‘A’ 
Trustees of Reuters Trust have 
re-appointed W, A. Hawkins 
(managing director, Bristol Even- 
ing Post) as a director of Reuters, 
Ltd. 

* . . 
THAT a_ public information 
bureau will shortly be opened at 
Lower O'Connell Street, Dublin, 
by the Irish language organisa- 
tion, Comh Dhail Naisiunta Na 
Gaeilge. 

- * * 
THAT the first consignment of 
American machinery for the new 
National Board and Paper Mills 
at Grannagh, Co, Waterford, is 
expected to arrive shortly. Con- 
struction work is nearing comple- 
tion. 

- ad * 
THAT Tom Goodall, Press and 
information officer to the 


Methodist Church will be hand- 

ling Press arrangements at the 

Methodist} Conference 

field from July 13-20. 
* . 


in Shef- 


THAT Press and Process Publi- 
cations, publishers of the silk 
screen year book, “Screen Process 
Printing,” have appointed Peter 
Mytton-Davies as editor of the 
1952 edition. ~ 
*. * 
THAT a cricket match between 
C. J. Lytle (Advertising) Ltd., 
and Biro Pens Ltd. will be played 
on Sunday. 


Three-cornered final of the National Public Speaking Contest is 
being held to-night (Thursday). Hopes of the Midlands are pinned on 


she ye! Club's team, here pictured: Front row, M. B. § 
Willson, and A. H. Franklin. 


S. Pollock, 


Back row, Rev. W. A. "aoen 


rina tor-critic, and W. D. S. Bennett of Birmingham, who has given 
the team some expert coaching. 


Ali in town for the Conference—F. John Roe, centre, and sons 
Graham (left) and Derek, the London and provincial advertising 


agents, 


‘WE OFFER A UNIQUE SERVICE” 


@Continued from page 72 
good merchandising men and 
women, as well as good advertis- 
ing people. Unless they know 
everything possible about the 
product to be sold, service offered. 
or idea advanced their advertis- 
ing won't realise its full poten- 
tial coverage or distribution, and 
marketing conditions.” 

Winstan Gordon, president, 
Display Producers and Screen 
Printers’ Association, recalled that 
at the Buxton Conference in 
1949, he felt justified in saying 
that many of the delegates came 
from a profession which, unfor- 
tunately, for several years showed 
an alarming ignorance of the 
potentiality of display and screen 


for eate rise 
Original i and 
Sfficient service We 


printing, and a serious miscon- 
ception of their respective func- 
tions in advertising. 

“Whilst I am not prepared to 
withdraw that opinion unre- 
servedly,” he said, “I am happy 
to say that an obvious change of 
attitude has been evident during 
the past two years, and to-day 
there are but few who will dis- 
pute the statement that the 
medium we represent is a recog- 
nised and integral part of planned 
advertising, and we  believe— 
quite sincerely—that we offer to 
the advertiser a variety of colour- 
ful and unique services without 
some of which very few advertis- 
ing campaigns are complete.” 


a lively trio at soc ocial | and _business sessions. 


Aldwych Club 


Barney’s Work For 
N.A.BS. 


E. W. Barney, formerly chair- 
man of the Aldwych Club and 
recently elected president in 
succession to the Hon. Lionel 
Berry, presided at the Club's 
annual meeting on Thursday. 

He spoke feelingly of his 40 
years’ association with the Club, 
of which he had been chairman 
since 1938. 

The report showed that dona- 
tions for N.A.B.S. totalled £824 
—£131 over the previous year’s 
total. Mr. Barney has collected 
more than £7,000 for N.A.B.S. 
during his stewardship. 


Britains B; 
Pine ie 
Contractors 


G._L. McLELLAN 
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TERNATIONAL 
FLUENCE 
CREASES export 
COME 


The Statist is never static. A continued expansion in its overseas coverage, circulation and influence since 
the war is fully demonstrated by the fact that, in the last 6 months alone, it has received and published 
informative articles on national, economic and industrial problems from such outstanding figures as 


Patrick Mc a ta S.C., T.D. Dr. H. W. BEUTLER, HUNTINGDON GILCHRIST, 
Minister of Fina Director-General, Chief of E.C_A. Mission 
Republic of Ireland, Federation of German Industries, Cologne. to Belgium and Luxembourg. 
DANIEL Morrissey, T.D. FRIEDRICH SPENNRATH, J. van Hourte, 

Minister for Industry and Commerce, Presidemt, Berlin Chamber of Finance Minister, 

Republic of Ireland. Industry and Commerce. Belgium 


J. H. HAMILL, Sin FRANK NIXON, K.C.M.G., C.B., Pror. Dr. LupwiG ERrHarb, M.d.B. 
President, President. Federal Minister of Economical Affairs, 
The Dublin Stock Exchange. London Chamber of Commerce Federal Germany 
Such contributions show the prestige and standing of The Statist abroad. What similar journal 
can produce an equal proof of its international reputation and, as a natural corollary, provide such 
a platform for Overseas Advertising ? 


Your Export Campaign 


Che Statist 


Telephone CITY 5258 51 CANNON STREET; LONDON, E.C.4 Telegrams Statist Cent. London 


Regular Advertisers in 

THE WOODWORKING INDUSTRY 
ABRASIVES : 

if Y Cl ° . e . ing Co. edt Ae = 

our Clients are in any way serving = Sci). 

Union Glue & Gelatine Co. Led. 
ADHESIVES : 
British Industrial Plastics Led. 
Croid Led. 
Union Glue & Gelatine Co. Led. 


the woodworking industry then = s:, sonzmomns, 


ON A 
REFUSE: 
Air Control Installations Led. 
Matthews & Yates Led 
Visco Engineering Co. Ltd. 


ELECTRIC MOTORS: 
Brook Motors Ltd. 
English Electric Co. Led. 
General Electric Co. Ltd. 


Howells (Electric Motors) Ltd. 
PLYWOOD, TIMBER AND 
VENEERS : 
Cems, J., & Son, Led. 

nm & Co. Led. 


is their advertising medium... wecrownomve, 


Buck & Hickman Led. 
Central Tool & Equipment Co. 


td. 
Electrona Electrical Products Ltd. 
Engis Led. 


THE WOODWORKING INDUSTRY WOODWORKING 


MACHINERY : 

The Technical Journal of the Timber using Industry ym ay a8 Co itd. 
Reblesen: T., & Son, Led. 
Sagar, John, & Co. Led. 
Wadkin Led. 
White, Thomas, & Sons Ltd. 


VENEER PRESSES : 
180 FLEET STREET, LONDON, E.C.4. Telephone: CHAncery 8844 (15 lines) ean le 


—oe oO a ee Sate ee oe 
a 121 ADVERTISER'S WEEKLY . 
ad Se A eee be 
of a 
ae i 
e : 
ii | ; 
ee fy 
ve ie z : 
y ae | | ' 
bi: |] : 
i a ee | 
g F 4 ¢ F 
ae | : i 
be * : 
— ee | § a. 
odd —— ener ae : ; _ . gz 
Vy PR A LET LIT TLE AAT A SS =A +t 
| : | 
| a 
we | 
; 
F 
| 
| 
EE $$, CCE TE TESS LE a TT Ia 
He - = 
 —ssC«s« eR 


ADVERTISER'S WEBKLY 


Survey Analyses 


Ad. Space 


Woodalls Newspapers  Ltd., 
proprietors of the North Wales 
and Border Counties Group, have 
prepared a marketing survey of 
Wales and the Border counties, 
copies of which are being distri- 
buted to agencies and advertisers. 

Apart from the retail outlets 
and other marketing data pro- 
vided, the survey includes an 
analysis of the advertisements 
carried by the group in six con- 
secutive issues. 

This reveals that 32 per cent of 
advertising space was devoted to 
display (local), 23 per cent to 
auctioneers’ announcements. 18 
per cent to display (national). 


WILL FIGHT TAX 
RULING 


On the advice of counsel, an 
appeal has been lodged by the 
British Insurance Association 
against the decision of the Inland 
Revenue to disallow their anti- 
nationalisation advertising expen- 
diture, states C. H. Leach, setiring 
chairman. 


. 7 . 
Agencies’ Working 
Arrangement 
The Manchester agencies of 
J. K. Clayton and Rowlinson- 
Broughton announce the com- 
pletion of a working arrangement 
to come into effect immediately. 
The two agencies will preserve 

their separate identities. 


LLP.A. SHOW MAY 
GO ON TOUR 


In 20 panels to be seen at its 
headquarters, the Institute of 
Incorporated Practitioners in 
Advertising shows how “Adver- 
tising Prepares for the Future.” 

The display shows, success- 
ively, the various problems 
in planning advertising for 
“Whiskoff,” a fictitious razorless 
shaving cream. 

Opening the exhibition, H. A. 
Oughton, president of the Insti- 
tute, said it demonstrated the 
wide and ever-expanding amount 
of specialised knowledge that the 
modern practitioner in advertis- 
ing must employ. 

It was hoped, he said, that the 
exhibition, which is portable, will 
visit 1.1.P.A. centres in Scotland, 
Manchester, and the Midlands. It 
will remain open in London till 
the end of July. 


. 

Newsprint Mystery 

J. J. McCann, managing direc- 
tor, Radio Review Ltd., Dublin, 
who has just returned from 
Canada and the United States, 
says that the estimated increased 
production of newsprint for the 
first four months of this year 
by Canadian and U.S. mills was 
over 200,000 tons, and the esti- 
mated increased demand 10,000 
tons. Nobody seemed to know 
where the difference had dis- 
appeared! 


EYNSFORD MILL, KENT 


| COMMERCIAL ARTISTS } 
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| DRAWING PAPERS] & erv a ces & 


[PHOTOGRAPHERS _} 


|_| PHOTOGRAPHIC 
PRINTS 


Any Size—Any Quantity 
Write or Phone 


PHOTOWORK{LTD. 
AND 


LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


FASHION 
ARTIST 
LADIES ... CHILDREN ... 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


TUDOR ART AGENCY ITD 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 6841 CHAncery 3506 


- FRANK 
WINTERBORNE 
ARTIST & DESIGNER 


Tel.: LAN 4526 
24 MARGARET ST., LONDON, W.1 


[ DISPLAYS EXHIBITIONS } 


e 
Advertising - Industrial . Editoriat 
and Colour Photography 


A. C. K. WARE 


(PHOTOGRAPHS) LTD., 
Metropolitan 9836 


Pomeroy House, Basinghall St., London, E.C.2 


DISPLAY PRINTS 
From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., W.1 MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, 13 Curzon Rd. 


Stretford, Manchester 


ADVERTISING NOVELTIES } 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER [5 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


COOK’S 
DISPLAY PRODUCTIONS LTD 


124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 


EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


Goodwill Gifts 
of ADVERTISING NOVELTIES 
for your business friends and 

potential customers 


SHENTON SERIES 


Offers a large range with per- 
sonal service. Write for our 
Catalogue or ask our repre- 
sentative to call. 

We are actual monufacturers 


GALE MELVILLE LIMITED 
67/73 MARLBOROUG! GROVE, OLD KENT 
ROAD, S.E.1. Tel. SER 4187 (2 lines) 


| “MECHANICAL DISPLAYS } 


Why Not Use 
** SCREENASCOPE ’’? 
The finest continuous automatic 
STILL PICTURE PROJECTOR 
for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 
CRANE AUTOMATIC CO. LTD. 


Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. WEMbley 5997 


PACKING 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. | Write or phone 


&. CHRISTIAN & CO. LTD. 
10a De Beauvoir Sq., London, N.! 
Clissold 3463 


|_PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample supplied on request. 


THE S.D. SYNDICATE LTD. 

4-6 EARL ST., FINSBURY, LONDON, E.C.2. 
Telegrams : 
ESSDEECOP, 
FINSQUARE, 
LONDON. 


|_PROCESS ENGRAVERS } 


TANAGRA LTD. 
418 EDGWARE ROAD, W.2 
PADdington 8158 
SINGLE & MULTIPLE DISPLAY 
UNITS — CUT-OUTS 
SILKSCREEN PRINTING 


Xmas is too late 


TO ORDER YOUR 


Advertising Gifts 


| Send us your enquiries Let us suggest gifts 
| ANGLO FANCY PRODUCTS LTD 

| Manufacturers 
37 Mill Lane, London, 
Phones: Hampsteac 


SCOTTISH STUDIOS & ENGRAVERS 
offer a unique & complete service for 


4 
58 and Gladstone 167! | 
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upplies... 


[coror LETTERS x SIGNS} 


Cut-out, relief lettering 
ready gummed, !2 types, 3/16” -8” 


LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Rood, W.1! 
Tel. PARK 943! 


[__MISCELLANEOUS 


SCRAP METAL WANTED 


COPPER, ZINC, STEREOS, ELECTROS, BRASS 
ALUMINIUM, MONO, LINOTYPE, ETC. 
(MOUNTED OR UNMOUNTED) 
PROMPT CASH. COLLECTION ARRANGED 
F. J. HALL, 36/37 Cock Lane 
Snow Hill, E.C.1!. CiTy 5218 


| BLOCKS & DIES} 


BRASS BLOCKS & DIES 


Brass biocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards ect. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C. 1 
CLE 6474 


Est. 38 years 


| OFFICE SUPPLIES ‘ 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

—- _— — etc. 
London) LT! 
1. Met 6322; ‘Mion 2402 


| SILK SCREEN MATERIALS } 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport Tel. STO 3375 


2 Middle’ SE 


PERIODICAL AND 
COLOUR PRINTERS 


FOR 
SERVICE 


MOORE & TOMLINSON LTD. 


KENNINGTON 


RELIANCE 
2815 


ADVERTISER'S WEEKLY 


| SILK SCREEN PRINTING } 


ASSOCIATED 
RAF TS Lrp 
COE ena * EUSton 1416-7 


EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIGNS 


SILK SCREEN 


AND SINGLE COPIES 
.- DAYLIGHT \ 
Fluorescent Colours 


POSTAGE Reduced for 
Your DIRECT MAIL 
by using HOMEX up-to-date 
MAILING LISTS. 
Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 
Enquiries to 
Statistical Department 
HOMEX PUBLICITY 
66 New Bond St., London, W.1 
ARC: 6076 


| GENERAL PRINTERS } 


PROSPECT 5121 
FOR QUALITY 
BLACK’S 


SILK SCREEN} PRINTING) 
SHOWCARDS POSTERS 
GLASS BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC. 


J. K. BLACK & CO. (Printers) LTD 
28 Priests Bdg, Mortlake, $.W.14 


F.W. WHITE & 60. 


on Letterpress & Litho Printers 
HOUSE, NEW NORTH ST 
pieoeuse RO. WCI + HOL 943) 


J. HOWARD & SONS 


PRINTERS & STATIONERS 


All sizes envelopes 
Strawboard envelopes any size 
Typewriting and Duplicating 
Complete Mailings undertaken 


8 QUEEN ANNE AVENUE 
BROMLEY, KENT 
RAVensbourne 6756 


focm © tahy's bonnet to 0 aie of 
make price 
showcards to suit al! 


tickets and 
classes of goods. Also special lines 
for H.P. wade wo indicate Cash 
Price (or Deposit) and Weekly (or 
Monthly) payments, Sold Through 


bourne ’ 
Hove 39684. Trade t 


Specialists in 
Screen Printing 


oe 
W. C. RAYMENT 
AND COMPANY 
RAYSIGN WORKS 
DURHAM ROAD 

LONDON N7 

: . 

L . Telephone ARCHWAY 252! > 


Whether it’s merely a job of 


duplicating 
by — = Bmoemstte 
cess, 


en 
Savelopes that couulre 


addressing 


from lists supplied by you or 
prepared by us; and if the job 
of making-up, enclosing and 


mailing 


your office staff could 
well be Spared why not phone 


Fermaprint 
17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.1. Vie 8258 


pro- 
of 


Publications 


June Cloth and Clothes—a 
special “Festival and Traditions of 
British Industry” number—is the 
largest issue so far of this 
monthly magazine. Many of the 
advertisements in a finely pro- 
duced number depict events in 
British history which occurred in 
the years in which the firms were 
estabtiched. 


British Plastics for July gives a 
full report of the British Plastics 
Exhibition and Convention. It 
contains nearly 200 illustrations 
and 50 pages of editorial. 

* * * 


With the publication of a com- 
pletely revised third edition, 
Temple Press have again made 
available the Cycling Book of 
Maintenance, one of the most 
popular of their range of tech- 
nical handbooks for cyclists. It 
has an illustrated card cover in 
three colours, and contains many 
explanatory diagrams in the text. 

* * * 

John O’London’s Summer 
Books Number is double normal 
size and contains 56 pages. Over 
19 of these are devoted to  ad- 
vertisements. 

* ~ = 

Lianelly Star is being increased 

in price fom 2d. to 3d. this week. 
* * * 

More than 45,000 people visited 
the Daily Graphic Festival Centre 
exhibition “Fifty Years of News 
Pictures,” in Oxford Street, 
during the first wen. 


Wireless and Electrical Trader 
has issued its 1,000th service 
sheet. These sheets are used by 
service engineers throughout the 
trade. 

* * 

The national golf competition 
organised annually by _ the 
Cabinet Maker on behalf of the 
Furnishing Trades Benevolent 
Association was held at Moor 
Park, Rickmansworth, 128 players 
participating. 

+ * 

A new promotion folder for 
Newnes’s Women’s Own claims 
that this magazine is “best for the 
baby market” and prints a testi- 
monial from the sales manager 
of Cow he Gate Milk Food. 

* * 

First issue of The Fishing 
Bulletin, published by a newly- 
formed company, Fishing Indus- 
try Publications (Brighton) Ltd., 
appears to-day. Covering the 
fishing industry, it will appear 
weekly, price 6d. Page size will 
be 10 in. by 8 in., and first num- 
ber has 28 pages. Advertisement 
manager is E. E. Clarke, formerly 
of The Fishing News. 


The publishers of ADVERTISER'S 
WEEKLY thank George Newnes 
Ltd., for their co-operation in 
agreeing to move their advertise- 
ment from its customary position 
in order that pictures of the 
Hurlingham Ball might be accom- 
modated on page 75. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


HAWKE STUDIOS LTD. 
want additional 
FIRST CLASS 
LETTERING 
ARTISTS 
No beginners please. 
Apply with specimens 


to 


Studio Manager 


HAWKE STUDIOS LTD. 
22 Chenies Street, London, W.C.1 
Telephone : MUSeum 744] 


ADVERTISING AND PRINTING. Old 
established Agency requires first class 
Contact Man, with knowledge of print- 
ing. Must reside in Devon, preferably 


Torquay Apply in writing, stating 
age, business history, and salary ex- 
pected. M. D. Fisher & Co., Castle 


Circus House, ‘Torquay 

ADVERTISING PRACTITIONERS in 
Scotland, require Production Manager 
Must be agency-trained or experienced 
in printing and process work, with 
knowledge of agency methods. Our 
staff have been informed of this 


7 Ad. Weekly 180 Fleet St EC4 

ASSISTANT ADVERTISING co- 
ORDINATOR (female) required by 
ethical pharmaccutical manufacturers 
situated in London with world-wide 
interests; typing essential; languages an 
advantage; age 25/30; good organiser 
with ability to handle detail and to get 
on with people; five day week; canteen 
facilities Write giving full details of 
education and experience to Box 792, 
Fredk. E. Potter, Ltd., Effingham 
House, Arundel St.. London, W.C.2. 

SMALL LONDON FIRM OF PUB- 
LISHERS are looking for an editorial 
man who is capable of taking charge 
of all production matters, and can get 
things done. Good salary and excellent 
Prospects are offered to the right appii- 
cant who can combine drive and 
imtiative with a thorough knowledge 
and experience of printing, block- 
making. lay-out, etc. 
Box 353 Ad. Weekly 180 Fleet St EC4 


An internationally known Commercial 
Motor Vehicle Manufacturer invites 
applications for the post of 


EDITOR 


of its House Magazine, circulating all 
over the world. The position calls for 
a journalist possessing a wide practical 
knowledge of the Commercial Motor 
Vehicle industry, with thorough ex- 
perience of producing a magazine of the 
highest possible standard He will 
maintain a very close liaison with all 
departments and be capable of present- 
ing their contributions in a lively, 
interesting and modern style. it is 
desirable that the editor should be well 
known to the industry and its Trade 
Journals as the post carries with it the 
duties of Public Relations Officer. 
Applicants, who should be not less than 
30 years of age should write giving 
fullest details of their experience and 
quasifications to 
Box 338 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG LADY for Statistical Depart- 
ment of a leading Advertising Agency. 
Some experience in Statistics of 
accounts. Knowledge of calculating 
machines an asset. Write giving full 
Ss" to 

ox 325 Ad. Weekly 180 Fleet St BC4 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 358. per 
APPOINTMEN I 


ering postage, 
ven = MUST 3 PREPAID. 
oadon, 


se 
Weekly,” 180 Fleet Street, L 


ar) - 4 
ome inch. Minimum, 3 lines. Box No. 
Series rates all 


on application: 
Address: “Advertiser's 


» E.C.4. CHAncery 8844. 


APPOINTMENTS VACANT 


EDITORIAL ASSISTANT required for 


monthly 


c 

Write giving full details of age. 

tion, previous experience ‘ond salary 

required to 

Box 349 Ad. Weekly 180 Fleet St EC4 
SECRETARY - SHORTHAND TYPIST 

required by the Publicity Manager of 

well known firm of Engineers. Know- 

ledge of advertising an advantage, — 

not essential. No Saturdays. 

Publicity Manager, Holborn 3712, or 


write 
Box 350 Ad. Weekly 180 Fleet St EC4 


LOTUS 
LTD. 


require Sales Promotion 
Manager to assist the 
Managing Director and 
Sales Manager in the 
formulation and execu- 
tion of an energetic sales 
policy at home and over- 
seas. Duties will include 
the supervision of public 
relations and _ publicity. 
Knowledge of shoes de- 
sirable but not as essen- 
tial as a sound merchand- 
ising skill and advertising 
experience. Applicants 
must be of good educa- 
tion and be between the 
years of 30and 40. Agood 
salary will be paid de- 
pending upon status and 
experience. Full pension 
and insurance benefits. 
Applicants should write 
in the strictest confidence 


to the 
Managing Director 
LOTUS LTD. 
Stafford 
ge and lay- 


artist required. PRA 
cADV ERTISING) LTD., 1i1 
Square, MANCHESTER, 2. 
ACCOUNTS CLERK male or female re- 
quired by West End Agency. ust be 
good typist and quick at figures. Phone 
_ Miss Robins, MAYfair 4074. 
COMPTOMETER OPERATORS required 
for temporary work—West End, City 
and pontog ana. Traveling 


Albert 


only. ri Essex Calc ng 
vice Ltd., High Road, Chadwell Heath, 
_ Essex. Phone Seven Kings 9933. 
PRINTERS REPRESENTATIVE _ re- 
quired—capable of getting business for 
medium size but progressive letter- 
press Plant. Write 
Box 239 Ad. Weckly 180 Fleet St EC4 
DAUGHTER of intelligent parents (seck- 
ing admission into advertising) wanted 
as receptionist/telephonist/typist. Must 
have cultured voice and a xf . ‘nous’ 
for small live agency. PAD 
ARTIST: Commercial Sales Ceaicch 
requires a first class General Artist (not 
letterer). This position will carry a 
salary of approximately £1,000 p.a. 
ee by a. —— fully, 


gating gee age, experience, 
Ad. eekly i80 Fleet St EC4 


"Phone your Classifieds 


SALES 
MANAGER 


Vacancy offering great 
opportunity with light 
manufacturing Company, 


old established, with world 
wide reputation and expand- 
ing markets. Write fully, 
stating experience, training 
and age, to Mr. L. Ludford, 
Upper Norgrove, Webheath, 
Redditch, Worcestershire 


any ERTISEMENT MANAGER wantcd 
for series of eckly mewspapers in 

South Rdeachester § area. Write stating 

age, —— and salary required to 

Box 281 Ad. Weekly “180 0 Fleet St EC4 
YOUNG LADY required as invoice 

typist by Advertising Agency close to 

Liverpool Street Station. 5 day week 

Phone Lon Wali 1571 or write Secre- 

tary. G. Street & Co. Ltd., 110 Old 

Broad Street, E.¢ gait it aes Alen 
LEADING BIRMINGHAM Process 

House requires inside man 

(20-25), with working knowledge of 

clocks and capable taking over control 

of estimating after tition. Write in 
strict confidence, giving full petdenters 
of experience and salary required, 

Box 361 Ad. Weekly 180 Fleet St Ecs 
RECEPTIONIST. Young lady for 
agency in Park Lane district, age about 
20. Must be attractive, able to type. 
have good appearance anc be well 
educated. Also junior shorthand typis.s 
with agency experience. Good pay and 
— for advancement. Full Particu- 


Box 362 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT REPRESENTATIVE 
accustomed to contacting top executives, 
required by old established trade jour- 
nal. ~ gg of Overseas Markets 
an advanta 
Box 358 Ad. “Weekly 180 Fleet St BC4 
TYPIST REQUIRED for schedules and 
accounts in Media Department of Park 
Lane Advertising Agency. S-day week 
Write giving — of experience and 
salary required t 
Box 382 Ad. Weekly 180 Fleet St EC4 
OUTDOOR ADVERTISING. Waiter 
Hill's Poster Advertising Co., Lt 
require a site-getter for Greater London 
area, able to assume greater 
bility later on. Write in first instance 
to Roy Ellery, General Manager, 67-71 
Southampton Row, London, W.C.1 
LONDON: ADVERTISING REPRESEN. 
ATIVE wanted for ae established 
Soon weekly newspap 
Box 322 Ad. Weckly 130 Fleet St EC4 


OUTDOOR 
ADVERTISING 
INSPECTOR 
required by Outcoor Advertising 


Division of Sawar: Baker & Co. 
Ltd. The man required must be 


fully experienced and reliable. Be 
able to drive a «ar. he main 
territory to be vered is York- 
shire and it is cssential to be 


resident in the ea. 
tours are so arra” 
to be spent at 
confidence giving 
and full details 


Inspection 
4 for week-ends 
me. Write in 
salary required 
experience, to 


Outdoor Mana Saward, Baker 
& Co. Ltd. Chancery Lane, 
London, W.C 


LEADING LO” OS AGENCY requires 
an experience: car 
their research 


be experience caler, consumer 
media surveys capable of initiating 
and controllir ch, and any other, 
surveys. Lan = i. rr 
with kno’ 

Box 359 no uy 180 O Fleet St EC4 


to CHA 8844 (Ex 23) 


Jury 12, 1951 


APPOINTMENTS VACANT 


Junior staff 
in Ari 1 


it 
required for position with reasonable 
prospects. ly Market Research 
Manager 


T. Browne, Lid., 163 
een Victoria Street, London, £.C.4. 


AN ENERGETIC CAPABLE MAN 


Write ‘coing age, experience 
to 


Box 342 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


ADVERTISING AGENCY requires an 
intelligent. junior shorthand typist for 
Must be reliable, aptitude for 
necessary. S-day week. Call 
Crane Publicity Ltd., Quality Sew: 
_Quality Court, Chancery Lane, W.C.2 
A VACANCY will occur in the “advertis- 
ing office of a weekly professional 
journal for a woman who knows how 


giving full details of past experience 
al 


nd ication of salary required, 
should be submitted by July 16. 
Address W.K.F 


Box 174 Ad. Weekly 180 Fleet St EC4 
COPYWRITER REQUIRED to prepare 
Press presentations for Consumer and 
Technical accounts from Advertising 
Agency brief. Free Lance basis. 
Immediate commission on Paint account 
for writer of suitable ability. Please 
send specimens which will be returned. 
Box 335 Ad. Weekly 180 Fleet St EC4 


A GOLDEN 
OPPORTUNITY 


For a man between the ages 
of 24 and 30 there is an 
assured future with an old- 
established West End Com- 
pany specialising in point-of- 
sale advertising of the highest 
quality. 


He should have some know- 
ledge of this medium, a sound 
education and be a “good 
mixer.” Selling experience 
would be to his advantage, 
but is not essential. 


He will learn the background 
of his business from a Direc- 
tor and will find in due course 
that he has chosen a career 
with unlimited possibilities. 
If you are really interested, 
write fully in confidence to 
“Director.” 


Box 306 
Advertiser’s Weekly, 180 Fleet S¢., E.C.4 


FIRST CLASS RECEPTIONISTS and 
shorthand typist clerks wanted immedi- 
ately Excellent prospects of carly 
promotion bou Preferably 
girls with some 
Give full details of education, etc., and 
write or phone S. P. O'C 
Ltd.. 96 Mount Street, W.1. 
268s. 

INTELLIGENT, well educated young 
ladies required for Wi 

ing Consultants. Must be 

efficient shorthand typists and willing to 
take part in the general work of ¢ 

Pleasant working conditions 

and good pay and chances of carly 

promotion. Must have agency experi- 
ence. Full details to 

9 Ad. Weekly 180 Fleet St EC4 

SHORTHAND TYPIST required to assist 
editor of trade and technical journals 
Please send reasonably detailed appli- 
cation to 
Box 324 Ad. Weekly 180 Fleet St BC4 


KEEN YOUNG MAN wanted to help 
create and sub edit new quality 
organ ~ manufacturing and layout — 
ence 0} copyermns a 
Box 321 Ad $0 Pieet 8 BCs St EC4 
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Juty 12, 1951 


APPOINTMENTS VACANT 


OUTDOOR ADVERTISING. Sentoee 
° 


with 2 or 3 years’ experienc 
__Box 351 Ad. Weekly 180 Fleet St BC4 St_EC4 


EXPERIENCED 
SECRETARY 


shorthand -typist required by 
Advertising Manager of impor- 
tant industrial organisation in 
Birmingham. Replies, giving full 
details, 7s and salary 
required to 

BOX 138 DORLAND ADVERTISING LTD. 
18-20 REGENT STREET, LONDON, S.W.! 


details to Box aw 13 
Martin's Lane, W.C.2 es aot le 
SPACE BUYER: Assistant required to 
Space Buyer of our London Agency. 
Shorthand typing and good knowledge 
of Agency routine essential Position 
carries good salary and prospects of 
promotion to Space Buyer. Write 
fully, in confidence, (meg age, experi- 

ence and salary required t 
Box 312 Ad. Weekly 180 Fleet St EC4 


LPE, 


CHIEF 
DESIGNER 


required to control staff 
of designers and draughts- 
men by a company near 
Bristol, manufacturing 
Automatic Wrapping and 
Packaging Machinery. The 
essential qualifications are 
good education, work- 
shop training and ex- 
perience 
capacity. The position is 
permanent and carries 
superannuation and life 
assurance and the Com- 
pany is prepared to pay an 
attractive salary. Replies 
must state briefly age, 
education, 


in a similar 


experience, 
salary required and where 
at present employed. 
Applications which do not 
give these particulars will 
not be considered. The 
company’s present staff 
are aware of this vacancy 
and replies will be treated 
in confidence. 


Box 245 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SETTLE IN POR SEPTEMBER in the 
Swdio of an Advertising Agency. 
Really progressive opportunity for all 
round artist with some agency ability. 
Happy conditions with a 
= fully eo 


equired should stated. 
Box 354 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds 


APPOINTMENTS VACANT 


S ENGRAVERS, London, re- 
quire man about 35, with good knowl- 


contact Interesting job 
ba Te os giving details of alu 


Box sy “Ad. Weekly 180 Fleet St EC4 


ADVERTISING 
MANAGER 
required by 


HARELLA 


The position carries res- 
ponsibility for an appro- 
priation covering home and 
overseas advertising and for 
all editorial _ publicity. 
Agency experience an ad- 
vantage, but a knowledge of 
fashion publicity essential. 
Write, stating experience 
and qualifications, to 


Miss Davies, 
L. HARRIS (HARELLA) LTD. 
90/98 Goswell Road, E.C.I 


JUNIOR ASSISTANT for 
Group wanted, a trainee 
experience preferred. 

_ Box 320 Ad. Weekly 180 Fleet $ Fleet St EC4 

DESIGN CONSULTANT, pac Package 
designer requires assistant. 

packaging and exhibition work an 
advantage. Good lettering and crea- 
tive abuity essential. —— sooll- 
cant will be required to w 
under “7 conditions, ys in first 
instance, 
Box 318 Aa _ Weekly 180 Fleet St BC4 

ASSISTANT PRINT BUYER required 
for large Agency. Must be fully ex- 
perienced and used to dealing with first 
class Printers. w No 


Saturdays. Write 
Box 238 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


ADVERTISEMENT MANAGER Late 
known National publications, exper 
enced, able to provide proof of odlling 
ability, seeks change. 

Box 32 Weekly 180 Pleet St EC4 

ADVERTISEMENT MANAGER to 
gtoup of old established professional 
and technical journals, secks alternative 
appointment. Advertiser is well-known 
to the principal Advertising Agencies 
and can prove excellent results. 

Box 330 Ad. Weekly 180 Fleet St EBC4 
SCREEN. Experienced all round 
man, 3%. Layouts, lettering, processing 
experience, : ywiedge of letter- 
press, contacts and own car for repre- 
sentation. London area. 
Box 346 Ad. Weekly 180 Fleet St EC4 
ADVERTISING MANAGER, sound ad- 
ministrative and creative ability, special 
experience advertising technical pro- 
ducts, offers services any organisation 
who values also capacity for hard work 
and loyal co-operatio' ( Mid- 
lends preferred.) Prepared to 
free-lance + eeemenee Please write in 
confidence 
Box 331 ‘Ad. ° Weekly 180 Fleet St EC4 

CAN A smallish agency or advertising 
department use a young man of 24, 
anxious to escape from sickening large 
agency specialisation? 


Production 
with some 


like to put ae. hs sei copywriting 
mg &, to use. 


Wri 
32 Ad. Weekly. 180 Fleet St BC4 


COPYWRITER 
age 30, with 10 years’ experience of 
national, technical and direct mail 
advertising, at present freelance, seeks 
position in London Agency. Versatile 
writer, with a wide knowledge of 
agency gg and ma record. 


Advertiser's Weekty. 10 180 Fleet St., E.C.4 


iii 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


ADVERTISEMENT MANAGER desires 
change. Excellent space selling r 
and thorough knowledge of vertising 
procedure ‘ould interested com- 
panies please writc, 
Box 357 Ad. Weekly 180 Fleet St BC4 
young woman secks 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


—_ LANCE COMMERCIAL 
VICE, original 
pa drawings. 

Box 348 Ad. "Weekly 180 Fleet St BC4 
RETOUCHER 
additional client 


Box 343 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ART 
work or finished 


tong experience, seeks 


as illustrator and painter 
experierce in priaters’ Art 
Opportunity and moderate 
_ Box 344 Ad. Weekly 180 Fleet § St BCA 
VISUALISER, first-class creative artist, 
ali round experience, Typography Art 
Direction, seeks eoaten with Agency 
or Publisher. Wr 
Box 345 Ad. Weekly 180 Fleet St BC4 


Some 
panne 


RADIO ADVERTISING 
EXECUTIVE 
available for re-appointment. 
School, Agency trained, experienced 
broadcaster, aged 29. Held senior 
position London office of leading 
Continental station. Write 


Public 


Box 366 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ee ee Private Secre- 
. e 


(Whitiehalr® "$924). We specialise 
efficient. personne! 
WRITER/COMMERCIAL ‘Ai ARTIST, 30, 
P.R., now Advertising Manager 
Liverpool secks change London or the 
South. Experienced Editorial, Design, 
Display, etc. Anything progressive con- 
sidered, where versatility appreciated. 
_Box 326 Ad. Weckly 180 Fleet St BC4 
SOMEWHERE IN LONDON a pro- 
gressive agency or design group will 
welcome a versatile, up and coming, 
designer, a prizewinner in the E.R.P. 
poster compctition (and an experienced 
studio executive), shortly relinquishing 
appointment as group leader, and now 
open to offers 
__Box_ 368 Ad. Weekly 180 Fleet St BC4 
TECHNICAL PUBLICATION ADVER- 
TISEMENT MANAGER. Good sales- 
man secks change offering cecal 
rospects. 
x 328 Ad. Weekly 180 Fleet St BC4 
IDEAS - COPY - VISUALISING Copy 
Chief with wide experience of National 
consumer and —. Accounts, 
desires change. Please wri 
Box 329 Ad. Weckly 180 Fleet St BC4 


SPACE 


Top flight salesman. Present income on 
results, £3,000, requires immediate 
proposition. Complete charge taken of 
Publications. Tel. GER 1372, or write 


Box 356 
Advertiser's Weekly, 180 Fleet St., E.C.4 


NEW ZEALANDER (22), 34 years copy 
writer production and some contact in 
largest N.Z poe Salary secondary 
to Opportunit 
Box 271 Ad "Weekly 180 Fleet St BC4 

THIS SMALL INSERTION does not 
reflect on the wide creative experience 
in Ideas, Layout, Copy, Typography, 
Department Routine, . of an Ad- 
vertising man (33), of alert, original 
mind and wide game secking a more 
responsible positi 
Box 341 Ad Weekly 180 Fleet St EC4 

VERSATILE PUBLICITY MAN (G1), 
secks responsible post Experience 
copywriting, layout, catalogues, trade 
and ny! 1 aes editorials and house 
magazines 
Box 347 Ad. “Weekly 180 Fleet St BC4 

YOUNG MAN—26—cducated university, 
creative writer, typing, specialist know- 
— literature, — art, aviation, 
secks post as write! 

Box *360 Ad Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


IF ITS GOT TO BE FUNNY! Robert 
(Starving Artist) Brett for anything 
from a Poster to a Christmas Card 
Phone TEMpie Bar 5749 

TO ADVERTISING AGENCIES: Two 
industrial journalists, excellent national 
and provincial press contacts, seek link- 
up with advertising agency desiring to 
secure editorial publicity for clients 
Box 335 Ad. Weekly 180 Fleet St BC4 

FREE LANCE ARTIST, able to supply 

for various products. Chiefly 
Write giving details of 


‘eecuene later. 
Box 286 Ad. eekly 180 Fleet St BC4 


SMALL WELL -ESTABLISHED 


West End Agency with first 
class creative and production 
staff would consider whole or 
partial merger with another 
small Agency (or Contact 
Executive) who would find 
sound backing, first class faci- 
lities, and attractive address an 
advantage. Only _—i persons 
anticipating a long and happy 
association need reply. Write 
in strict confidence to 


Box 364 
Advertiser's Weekly, 180 Fleet Se., E.C.4 


BRIGHTON—Premiecr_ signwriting and 
display business for sale Spacious 
freehold shop, workrooms, storage and 
modern flat Price £4,500 freehold, 
fixtures, fittings, etc. 68 North Road, 
Brighton 

OVERSEAS DELEGATES are invited to 
call at the offices of W. PARTRIDGE, 
23 Bloomsbury Square, W.C.1, where 

they can see the work of English com- 
mercial artists. 

STUDIO ISP OF (Temple End) HIGH 
WYCOMBE, advertising photographers, 
artists and designers of sales Promotion 
materials, Telephone H.W. 914 

A NEW METHOD for imparting a 
superior finish to Showcards, Sales Lists, 
Catalogues, Drawings and other printed 
matter Morane Heat Sealing Trans- 
aa Plastic material. Full particu- 
lars from Morane Plastic Co, Lid., 21, 
Woodthorpe Road, Ashford, Middle- 


FUSTOUNION LTD.., ali phorosraphue 
services and facilities. Studio House, 
GERrard 7184 


ware, W.1 


Textile Screen Printing works sear 
London, having plant and facilities for 
producing silk screened posters and | 
novelties, wish to contact firms or 
individuals wanting this work done 
either as a complete job, or in con- 
junction with letterpress, etc., printing. 
Write Box 340 
Advertiser's Weekly, 160 Fleet S¢e., E.C.4 


ACCOMMODATION 


GOOD STORAGE space availabice 
Display units and 
J. W. Artists Lid., 


for 
Exhibition Stands 
i6la Swand, W.C 


SALES AND WANTS 


7 sass BOOKCASE Style 

in, x § im. x 6 in. deep, 
Sloan lined board 

immediate delivery, 


Cartons, 


ex stock, 


ca 
Box 336 Ad Weekly 180 Fleet St BC4 
MASSEELEY Showcard Machine, Model 
10. In first class condition Complete 
with Heater, Beveller, various founts of 
large stock of coloured 
Reasonable price for quick 


_Box 337 Ad. Weekly 180 Fleet St BC4 

ADDRESSING U? for envelopes or 
other repetition work. With machine for 
stencils. Edwards, 359 Euston Le 
N.W.1 

MASSEELEY HOT PRESS Showcard 
Machine model No. 31, for sale. 
Inquiries to Box 217, Crossiey's Adver- 
tising, 5 Racquet Court, | E.C.4. 

FOR SALE McCormick Number Onc 
silk $s -tcen printing machine: little used, 
inquiries 


to 
Box 367 Ad. Weekly 180 Pieet St BC4 


PRINTERS 


PRINTERS can now accept additional 


LF, 


to CHA 8844 (Ex 23) 
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ADVERTISER’S WEEKLY 


Advertiser's 


Tuurspay, Jury 12, 1951 


8. a copy 
52/6 a year 
Post free 
55/- (overseas) 


liane 


Budget Films 
and 
Filmlets 


SOR 


Film lets are 18—20 ft. long, and run for 12—13 


seconds. They are inexpensive to make whether in colour or 
monochrome and exhibition costs only 10/- per cinema per week for 
National Advertisers on the Younger circuit. Colour production costs 
But that is not all. 
Youngers will supply or accept all the copies required to enable you 
to plan blanket coverage of the country or selected distribution 

as required, 


approximately £160 and cost per print 14/-. 
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This means one production cost for any schedule, however comprehensive. 


THE YOUNGER NETWORK COVERS MORE THAN 


Bud get I TOMS x0 selling stories 


can be adequately told in 13 seconds. Younger Budget Films are 
made in lengths of 30 ft. (20 sees.) 40 ft. (27 sees.) and 50 ft. (33 sees.). 
Full colour production need cost no more than £8 a foot. 


aes 


Exhibition costs are 15/- per cinema per week for a 30 ft. film and 
pro rata up to 50 ft. You have the choice of more than 1,100 
cinemas in a network that covers the country. 

YOU OWE IT TO YOUR PRODUCTS TO GET ALL THE FACTS FROM: 


Daniel F. Warnock — Director of National Sales 


YOUNGER PUBLICITY SERVICE LIMITED 


28 ALBEMARLE STREET - LONDON W1 - REGent 6593 


STOP PRESS 


SUDDEN DEATH 
OF A.P. CHIEF 


S. James Brown, managing 
director of Amalgamated Press, 
di ~_ = Fes 
joined Jems in’ fo19, became 
a director mpany in and manag- 

director 1933. — a 
widow, son and ae Cees 


x YOU” CHAI ” CHANGES 


Gunn ee Lid, an- 
mon changes = hn. 
monthly ae n 
| ~ uil 1 aa ah double — 4 
—~ 
ee xf appeal abandon 


“Evening 
editor-in- ae, his ine manag- 
ing edito 


POSTER DEFE DEFENCE 


“After Herbert Morrison's 
comments at Conference ban- 
quet, if there is work to be done 
in defence of outdoor advertis- 
ing, it would not be a bad —_A 
to A FT Rk FRA 
Hallas at Outdoor A 


dve rtising 
luncheon, 


Charles Mesl 


Africa) Pty Ltd., in 
burg. 


the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone : 
establishment. 


aS = 12, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, 


Chancery 8844.) 
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